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Share Your Courage! 


SratisricaL sharks say that the Shoe Industry is 
putting this country back on its feet. It looks like 
Lady Luck has decided to linger with the men who make 
and sell the Shoes. 

Confidence comes from the ground and works upward to 
the head. A nation “on its uppers” cannot make progress. 

Shoe men of this country must see that its people are 
well-shod. Fit the feet and you make men and women fit 
to face the future, unafraid. 

It’s just like Arthur D. Anderson says: 

“It is a safe and honest thing to tell the public to buy 
now. It is not selfish to tell them to buy your goods.. ” 

Sell Shoes as you have never sold them before. Buy as 
you have never bought before. Throw yourself heart and 
soul into your business. 

Because it is a good business! Because the sale of every 
single pair of shoes brings enormous pressure to bear upon 
Prosperity’s progress. 

Let Optimism radiate from your store front. Spread 
the gospel of Good Will and Good Times. Give your trade 
the fullest measure of Value ever known. 

This is your opportunity. 

Shoe Men Share Your Courage! 


WALTER BOOTH SHOE CO. 


$02 NORTH BROADWAY « « MILWAUKEE, WISCONSIN 


MANUFACTURERS OF MEN'S DRESS SHOES 


Retailing at $3.50 $4.00-$5.00 $6.00 at a Profit 
IN STOCK AAAtoEEEE « « « SIZESStol4 








y oday, Money ~~ 


a New Language of Value 


The world never stands still. In these times every- 
one is learning to measure value by a new yard stick. 


Thoughtless dollars are out of style. So, too, are 
false economies. Your customers are learning that 
true economy lies in wise spending . . . in the buying 
of good things at a fair price. They are learning, 
incidentally, that cheaply made shoes are not a bar- 
gain at any price. 


Pedigo-Lake shoes are the happy meeting ground 
for purse and prestige. They cost enough to be 
good... butno more. They could not cost less and 
still be good. They are fine to the last hidden detail. 
Their perfect fit is there to stay because it is moulded 
in by a humidifying process used by no other shoe 
manufacturer. 


Last, but not least, their styling has the irresistible 
appeal and verve of originality and good taste. 


Pedigo-lake Shoe (.. 


SAINT LOUIS, MISSOURI 


Distinctively Fine Footwear for Women 


fe Ai i 
<1 
Cost No More Than They Need to— 
to Be the Fine Shoes They Are 
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e Irene Bordoni 


She’s sweet—she’s lovely. Espe- 
cially over radio her radiant per- 
sonality speaks. Hear her sing the 


the Third Series 


—on screen—and now on the air! 
You'll hear Freddie Rich and his 
Vitality orchestra too. Rhythm tc 

set the ether waves dancing! De- 
cember 9 is a big night for Vitality. 




































The bri Tune In 
he brightest stars from Each Wednesday Night 
Broadway’s brilliant firmament, Columbia Network 
: ° 10 P.M.E.S.T. 9P.M.C.S.T. 
accompanied by the sparkling 8 P.M.M.S.T. 7 P.M.P.S.T. 
syncopation of Freddie Rich and A OM ee en» WADG 
° ° e e BPI picktis onan antanensseucsees WOKO 
eine te his Vitality orchestra, with Ted Atlanta cere wast 
elen Morgan : _— Suiineian 3 
She of night club fame—of “Show Husing lemma rie.¢ Fs How that — 
Boat,” “Sweet Adeline” and “Zieg- convincing combination is build- Buffalo... 
feld Follies.” Hear her croon her Z Acie a 
“torch” songs, and you'll know ing sales for Vitality dealers! pe ner 
why ‘Broadway holds her’ in its po emanate 
heart. She’s on the air December , Columbus... -ssceoo------V 
2nd, with Freddie Rich and his Proof? Certainly. Look at the SE esccnenercenieneen 
merry Vitality orchestra. : a " P TE li becccaccscetstesncceceniies 
steady sales climb of Vitality Detroit 
BF i stsidencnanennsesasiaste 
Health Shoes —already 88 per cent ahead of 1930. Hartford 
That’s why we are continuing this scintillating Vitality coe 
: BI ican 
broadcast... bigger, better than ever. Los Angeles Riedel 
NINE Gincncccncesccncstancnsaseses 
Tune in your business on this growing demand. Join pte 
with the profit makers who know—and sell—the New Orla 
ity... 
matchless values that only the world’s largest manu- Oklahoma City 
Philadelphia .... 
facturers of shoes can produce. Let us show you why Pittsburgh nen 
‘ ‘ : LO ae 
; Providence .................-. 
1932 will be a Vitality year. ——— 
— be — hela csccuadscexensakee’ apa 
2 an Francisco...................-.-- 
For Women, AAAA to EEE, sizes 2-11, to retail at $5 and $6. ea aa 
For Men, AAA to G, sizes 5-14, to retail at $5 and $6. = 
For Boys, A to E, sizes 1-6, to retail at $4 and $5. aor gg cencneencituennetocerean 
For Children, all runs, to retail from $2.25 to $4.00. LV... 





Vitality Shoe Company 
1509 Washington Ave, Branch of International Shoe Co. St. Louis, Missouri 


J 
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Galoshes—PROFITABLY 


It can be done even in the face of “distress” and “job” competi- 
tion. That’s why the new BALL-BAND Indiana Satin-Finish is 
“the most-talked-about creation of the year.” 















There has never been anything like this Satin-Finish before. 
It has a glow of life that enhances slim and graceful lines, that 
emphasizes perfect tailoring—that will inspire your salesmen and 





Galoshes display men. It has an “air” of style, an individuality, an exclusive- 
Rubbe ness that makes it profitable to include it in your plans for merchan- 
ubbers dising your finest lines of shoes. This NEW Satin-Finish places 
Arctics the selling of galoshes and rubbers on an entirely new “profit” level. 
Tennis Samples sent on order, or a Catalog giving you more complete 
Etc. details. 


Mishawaka Rubber & Woolen Mfg. Co. 


280 Water Street, Mishawaka, Ind. 


New England and Greater New York dealers may address 
Dunham Bros. Co., Dept. A, Brattleboro, Vt. 
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Would you like to receive 
a copy? Write to The 
American Weekly, 959 v 


Eighth Ave., at 57th Street, 
New York City. — a 

































House Next| 
Mt Door. be 


























When a retailer features 
merchandise advertised in THE 
AMERICAN WEEKLY it is a 
tie-up bound to increase sales, 
for THE AMERICAN WEEKLY 
reaches 5,500,000 families— 
nearly twice as many as reached 
by any other magazine ..... 
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Tips may be either fab- 
ric, metal or celluloid. 
We recommend the re- 
cently perfected 


JOSCO FABRIC TIP 


will enter any eyelet with 

ease. It has no shoulder 
to catch, scratch or tear 
and is absolutely water- 
proof. 





Laces You Want 
When You Want Them 


—a small, neat tip that _ 


UNITED SHOE MACHINERY CORP., 








mi We manufacture a very complete line of 
soft finish, glazed and mercerized shoe laces 


suitable for every type and grade of shoe. 


mw Through our selling agent, the United 
Shoe Machinery Corporation, with offices lo- 
cated in every important shoemaking center, 


we are able to offer prompt, efficient service. 


mw This expeditious distribution policy has 
benefited the entire industry — factories can 
now count on scheduled deliveries, quick re- 
plenishment of shoe lace stocks and can 


operate with smaller lace stocks on hand. 


SHOE LACE. COMPANY, LTD. 


(Successor to Joslin Mfg. Co., Established 1865) 


PROVIDENCE, R. I. 


SELLING AGENT 
BOSTON, MASS. 
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MAKE $392 PROFIT 


On - Eveey- Pair - Musebeck - Shoes 







































































CUSTOM 
a ‘RB AAA to E 
EGINNING December lst 
er aa all but arch support insole num- 
" bers will sell at one uniform 
price $4.50—arch support insole 
numbers $4.85. 
You can now sell Musebeck 
famous Double-Arch Wear- etnies hii 
Straight shoes and oxfords at 067 Tan Calf. 
5555 Black Kid Corded Kangaroo Tip $7.50, a 40 per cent mark up or 
$3.00 per pair profit. Musebeck 
arch support insole numbers are 
selling at $10.00, a profit of 
$5.15 plus discount. 
BANKER 
AA to EEE Your business needs two 
things, a profit on every pair 
and a repeat sale. 
i 
| 018 Black Calf. 
| 017 Tan Calf. 
on meee ae WALL STREET 
$56 Black Kid, with Arch Support AAAA to E 
Insole. 
46 Brown Kid. 
K56 Black Kangaroo. 
i 
COMBINATION 
AA to E 
Te cut shoe demonstrator 5086 Seek CS eh Se 
that we supply you will help 013 Tan Calf. 
BLU-OXFORDS 
sell the shoe a that he $04 Black Calf Arch Support Insole. 
stays sold. 05 Brown Kid. 
06 Black Kid. 
The knowledge he receives ANKER 
from you about quality and - i © 
| shoe construction will give him 
OEE Ae shove with Arch Support tn- a new understanding about 
so tale: shoes. He becomes enthused 
lack Calf. ‘ ; 
about shoes, not just something 
he must have but a desire to 
own and wear the best. Make 
your plans now to start the New 056 Black Kid. 
ORTHOPEDIC Year with a complete line of sess Black Kid. Arch Support Insole. 
AA to E Musebeck Double-Arch Wear- K086 Black Kangaroo. 
Straight Shoes. Make 1932 a 
Profitable year. COMBINATION 
Ato E 
; In Stock 
Terms 2% 20 Days, 30 Days Net 
30 ae Calf, Overweight Viscol 
ie. 
50 Black Boarded Calf, Overweight MU EB 
Viscol Sol EBECK 060 Black Kid, Kang. Tips. 
an Black Kid . Kang. bad “ S sey Same as shea, Jivels Duppest 
t le 
Bags above’ Arch Suppo SHOE COMPANY wesley eas 
K74 Heavy Black Kangaroo Viscol = 080 Black Calf. 
+ 





DANVILLE, ILLINOIS 085 Tan Calf. 
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“More people ride on Goodyear Tires 
than on any other kind.” Because that 
statement is tr'ue—to an overwhelming 
degree —the name Goodyear can help 


you to sell shoes.. 


People know the meaning of the name 
Goodyear. They know it stands for 
extra quality in rubber, that it is proof 


of extra value. 


Add this name to the good name your 
shoes have already established for them- 
selves and you give the public an extra 
reason for wanting and buying those 


shoes. 


mi! 


MAEM 


i] 
MM 


MT 





in 


TUNE IN? 
Goodyear invites you to hear: 
John Philip Sousa and his Band 
.--Arthur Pryor and his Band 
---Goodyear Quartet and 
Concert-Dance Orchestra — 
every Tuesday at 8:30, every 
Saturday at 9:00 p.m. Eastern 
Time over WEAF coast-to-coast 

Network 


mmm 
wil! | wi 


wwe 





N.S°R Ao Coivention in 








and not 
benefit by it! 


Gaze upon him—the photograph is true to life. 
He is actually the shoeman who will attend this 
great convention in January and come away 
without having benefited by what he saw and 
what he heard. 


Special reduction in railroad rates by 
securing special certificate from railroad 
agent when purchasing transportation. 


21°" ANNUAL CONVENTION 
NATIONAL SHOE RETAILERS ASSOCIATION 














PHOTOGRAPH OF THE SHOE MERCHANT WHO 
WILL ATTEND THE N.S. R.A. CONVENTION 


Every topic pertaining to the present day admin- 
istration of the shoe business will be discussed— 
that’s why, each year, the N. S. R. A. Convention 
produces more and more enthusiastic and in- 
terested delegates—that’s why no progressive 
shoe retailer can afford to miss it. Remember, 
you do not have to be a member of the N. S. R. A. 
to attend the convention and benefit by it. 


Make note of the time, January 4, 5, and 6, 1932 
—and make your plans now to be in Chicago 
when this great convention convenes. 


For all Hotel Reservations apply to 
NATIONAL SHOE RETAILERS ASSN. 
8 South Michigan Avenue, CHICAGO 
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BOOT AND SHOE 


RECORDER 


with which is combined The Shoe Retailer 
Division of United Business Publishers, Inc. 


Next Week Copyright 1931 by the Boot and Shoe Recorder Publishing Co. 
en VOL. 100 No. 13 
You Will Find 


in “The Recorder” 


T= Olympic Winter Games Com- 
mittee, centering at Lake Placid, 
gives us a new picture of the possi- : 

bilities of Winter sports footwear and IN TH IS ISSUE 
a new opportunity of telling the rest 
of the world north of the snow-line that 





NEW YORK—December 5, 1931 





some twenty or more forms of footwear | Voice of the Trade............ Observations and Comment.......... 1 

have a place in the mid-Winter out- 

doors. We herald to merchants the | Balancing the Nation’s Budget Is the Sales Tax the Answer?........ 14 

first of the Olympic Winter Games by 

giving him full information two months | {Inventory for Gain or Loss? By Hugh Thompson................ 16 

in advance of the contest to be held at ; 

Lake Placid, Feb. 4-13. Shoe Trees .................. ots And How to Sell Them... . . 18 
Life is just a bowl of contrasts—so 

we picture amazing inconsistencies in | Salary vs. Commission........... ae By Murray C. French...... . 20 

this issue—for to the south of us the 

new thrill of sandals is sweeping itself | From the Editior’s Angle... ... By Arthur D. Anderson............. 22 

from stores to the sunny sands. The 

first testing of sandals as the great | Kelly to Be N.S.R.A. Keynoter.......... Chicago Merchant to Talk on mace 

Day of Convention. . . 24 


play shoe as well as high dress shoe of 
the coming year is also consistent be- 
cause the Greek Olympic influences will | What Are You Doing to Get Boys’ Good 

dominate the style year from Los Will? PE ee REY ee IRR By RE Andruss. wees ? 26 


Angeles. 

Hail the Gandhi Sandal, with uppers Shopping the Hosiery Market........... Trade Happenings of the Month..... 29 
next to nothing at all, visible toes, open 7 : ? 
shanks and a mere cord part heel. It Holiday Urge in Shoe Windows......... Byun Ge G> Goulee.o.acvcsteoeaeal ee 
capitalizes the news for it has two Planning and controlling for Profit.. ... Bye S. AGGRO icc eiew cece cae 


wide bands meeting over the vamp and 


ornamented with a miniature gold 
safety pin. With visible toes, an en- Shoe News ..................... About People and the Trade......... 41 
tire new theory in footwear is in de- Business Barometer ............ finales Changes, Embarrassments, New Stores 61 


velopment which may revolutionize all 
shoe shapes in the future. 
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USE MATRIX FOR PRESTIGE INSURANCE 


Character and standing are found in those who have learned they cannot get 


something for nothing. 
Cheapness never has given permanent satisfaction or standing. 


One of the most outstanding merchants known from coast to coast says he is 
spending more money than ever before in advertising Matrix Shoes, to insure his 


reputation for quality. 





Incidentally, he is selling more Matrix Shoes this year than last. 


SPORTVIEW SHOES .. . VARSITY GIRL OXFORDS 


| Tlatuim Shoe 








IN LEATHER” 


E. P. REED & CO., ROCHESTER, N.Y. 


New York Style Studio: Marbridge Bldg. (Broadway at 34th St.) Philadelphia Office: Denckla Bldg. Chicago Office: 1729 Republic Bldg. 


“YOUR FOOTPRINT 





re Heyrwoop Boot anp SHoz Company of Worcester, Mass., has wee) 
licensed to manufacture Matrix Shoes for Men. 
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Bim Nw 


The VOICE of the TRADE 


D ull shoes for 


evening wear. The tuxedo with 
dull lapels has made its bow in 
New York. Probably its designer 
intends to get a plus sale, making 
the dinner jacket more informal 
so that it would hardly pass muster 
at a formal affair, when tails would 





be necessary. Lapels on a tux 
are merely a detail—but if men 
must be informal, why not an in- 
formal evening shoe of mat or 
semi-bright kid or calf—with 
patent leather reserved for formal 
wear? We can see where a little 
salesmanship behind such a thought 
would mean an extra pair, one dull 


and one bright. 
* 2 


| er or 
maintained advertising volume 
was responsible, more than any 
other single factor, for the success- 
of business and industrial firms 
which during the economic depres- 
sion have held or increased their 
sales or profits, according to con- 
clusion of the Department of Com- 
merce. 

“In many cases, present suc- 
cess is attributed not so much to 
the present or a change in policy 
as to past policies, the soundness 
of which is accentuated by current 
business conditions. Such in- 
stances are included, as it is be- 
lieved worth while to recognize 


BooT AND SHOE RECORDER 


policies which have laid a founda- 
tion of consumer confidence in the 
product and in the firm and which 
have builded a strong financial 
structure, enabling the concerns 
to withstand the effects of a de- 
pression and to make the now less- 
expensive additions and renewals 


to plant and machinery.” 
* * * 


J ohn Slater, 


chairman of the shoe division of 
the Emergency Unemployment Re- 
lief Fund Committee for New 
York City, expects every subcom- 
mittee chairman to put in an extra 
effort this week, for shoe contribu- 
tions lag behind the rest. In view 
of the fact that some unemploy- 
ment fund expenditures have al- 
ready been made for shoes and 
footwear, it would seem the shoe 
industry should do its share. 
x * x 


p erugia has just 
introduced a novel stocking for 
wear with sandals. It is like a 


mitten with two separate spaces 
for toes, one for the big toe and 
the other for all the other “little 
piggies.” It is specially designed 
for wear with an extremely open 
type of sandal in which the straps 
pass between the big and second 
toes, and is for the woman who is 
not yet ready to parade her feet 
in the nude. 
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4d 
Sie Shame” 


now tells its story in window dis- 
play and advertising for the Jar- 
man Shoe Company of Nashville, 
Tenn. One out of four in the 
picture is conscious of his “shoe 
shame.” Instead of being the life 
of the party he is trying to hide 
his feet from sight. 

This theme “shoe shame” 
originated with Jesse Adler sev- 
eral years ago at the Joint Styles 





Conference. He urged and ar- 
gued for a national cooperative 
men’s campaign to adopt the 
slogan. 

Its present appearance through 
private initiative is meeting with 
great favor and some results the 
country over. 


* 2 @ 


Joseph H. Appel, 


advertising manager of John 
Wanamaker’s, New York, is cru- 
sading the length and breadth of 
this country for a purification of 
advertising. His main contention 
is that the credibility, believability 
and integrity of advertising is 
being impaired by its misuse. It 
needs purging of certain unfair 
practices that are besmirching it 
and rendering it less effective. He 
stands for the advertising code 
which appeared in our issue of 
October 31st. 










Tseciennti F. Hill, 
of Chattanooga, Tenn., noted this 
sign on a suburban store window: 
“This is just a small country store, 
selling nothing on credit and 
damned little for cash.” He also 
tells us this story: “Says the mer- 
chant to the customer: ‘Can’t you 
meet your bill?’ ” Says the custom- 
er to the merchant: ‘If you ain’t 
any more prepared to meet your 
Maker than I am to meet my bill, 
you sure need to buy your asbestos 


suit now.’ ” 
* & & 


James J. “Jimmie” Lyons, 
star salesman of Surpass leather, 
mixes grand jurying and leather 
selling these days. Throughout 
November he has listened to the 
district attorney’s office present 
facts in the forenoon while in the 
afternoon he has just as eloquently 
and forcefully presented leather 
facts to shoe manufacturers in his 
territory. Lyons is not an ordinary 
grand juryman; he is president of 
the Bronx Grand Jurors’ Associa- 
tion. Recently when Police Com- 
missioner Mulrooney was the prin- 
cipal guest at the association’s 
banquet Lyons was shown in a 
newsreel with the big chief of New 
York’s finest. They say everybody 
has a hobby. “Jimmie’s” is work. 
Despite his success in behalf of 
Surpass Leather Co. Jim finds 
time to serve as chairman of the 


i alias sas 





exhibit committee in connection 
with the industry’s semi-annual 
openings and also to lend no little 
assistance to the Kid Group of 
Tanners’ Council, in which he is 
a moving spirit. 

* + 


. Bin Earhart, 
of W. P. Earhart Leather Com- 
pany, St. Louis, “rides his leather” 
with a smile. Here’s the illustration 
appearing under his letterhead. He 
never misses a season without some 
novel publicity. We wonder what 
slogan he is going to use in ’32, 


for you may remember the cards 
he distributed in the last presiden- 
tial campaign, saying: “If you 
want to eat, vote for Hoover. If 
you want to drink, vote for Smith.” 





HE HASN'T THROWN ME YET" 


During the recent baseball season 
he was in the spotlight through 
distributing Cardinal stickers to go 
on the automobiles of fans and 


rooters. 
* * * 


L coding shoe 
merchants in Washington are pro- 
viding warm, dry footwear for 
the needy this winter. A group of 
volunteer social workers in Wash- 
ington, found that the wants of 
the unemployed were more than 
just food and shelter. As a re- 
sult they have organized a store- 
room which will serve as a clearing 
house for the rebuilt, sterilized 
shoes to be distributed free of 
charge. 

The William Hahn Company 
has agreed to rebuild the shoes 
at cost in its repair factory or to 
repair free of charge any shoes 
left at any one of their four stores 
by persons purchasing new shoes. 
Woodward and Lothrop, Rich’s, 
Arthur Burt and Edmonston & 
Company, along with the Hahn 
Company have agreed to turn over 
to the clearing house any and all 
old shoes left at their stores by 
customers and in addition to give 


the committee of social workers 
5 per cent of the proceeds from 
the sale of the new shoes to help 
pay the cost of rebuilding them. 

A city wide appeal for citizens 
to turn over their old shoes to the 
committee has been made. It is 
the plan of the committee to fit 
any needy person with shoes pro- 
viding that person comes to the 
store with a note attesting to the 
inability to purchase shoes signed 
by any police officer, clergyman, 
school teacher, social worker or any 
reputable citizen. 

* * * 


Heels, now an item 
of style most important, were first 
an item of utility. Two legends 
are there in the matter. One is 
that great Caesar had the soldiers 
of his world conquering legions 
nail lifts of leather to the back 
parts of their shoes, so as to facili- 
tate and speed up their steps, as 
they marched each day. The other 
is that horesemen of primitive days 
of the race, fastened lifts:of leather 
to the back parts of their shoes, so 
as to make more secure the grip of 
their shoes to the stirrups of their 
saddles. 

Be these matters as they may, 
the fact is today that heels are an 
item of both beauty and use. 


* %* * 


lene: that click! 
Toplifter, Inc., Vamp Building, 
Lynn. This organization produces 
a machine that looks, at first 
glance, like a junior model of an 
electrical refrigerator, one of the 
kind with its working mechanism 
on top, and its cabinet, or chest, 
below. 

Built into it are a vacuum 
cleaner, with a dust bag, so that 
not a speck of dust escapes from 
it to soil an immaculate store, an 
electric fan for drying, and an 
electric motor for operating its 
tools, which consist of a rotary 
cutter for trimming the edge of 
the top lift according to the con- 
tour of the heel, a burnishing iron 
for setting edges of leather top 
lifts and a rotary file for finishing 
edge of rubber top lifts according 
to the contour of the heel. The 
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machine renews top lifts in the 
same way that they were attached 


at the factory. 
x * x 


A. W. Mealey 
evidently offended the little gods 
of tire transportation, for while 
walking down the street a tire 
squeegeed a little rock and hurled 
it right up on the sidewalk and 
broke a bone in Al’s leg. Of all 
the odd accidents to incapacitate a 
man and prevent him from at- 


Yo, 





tending the only show that he has 
missed in a dozen years of con- 
ventioning. The stone did a 
thorough job and put him out of 
the running, for he is now at the 
North Germantown Hospital, 
Germantown, Philadelphia, Pa., 
trying to get back his locomotion 
—to be ready for the Chicago con- 
vention. 

Al Mealey travels northern New 
York State, parts of Pennsylvania, 
and contacts big customers conven- 
tionally for Laird, Schober & Com- 
pany of Philadelphia. 


* %*&*# * 


The cowboy, who 


does an advertising stunt for Bos- 
ton stores has some difficulty in 
locating supplies of hair sinks, 
tanned, in the Boston leather mar- 
ket, desiring them to replenish his 
equipment. This bit of informa- 
tion was gleaned when a few 
casual inquiries were made con- 
cerning the prospects of a fashion 
of hair calf muffs for women, and 
hair calf vests for men, for the 


coming winter. 
* * * 


Bes: & Co. 
of Fifth Avenue, New York, pro- 
claim exciting new things in leath- 
er. “They are doing grand things 
with leather this season, and the 
good old stand-by of the lumber 
camps is now frankly at home on 
Park Avenue or at Piping Rock.” 
The store is selling belted suéde 
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jackets, sport leather jackets, 
bright-colored mess jackets, full- 
length suéde coats and sleeveless 
chamois shirts. As a final touch, 
a colorful beret made in “ante- 
lope” is as fine and soft as a piece 
of cloth. Here’s a field of sale for 
leather worth developing nation- 
ally. * * * 


4d 
W. are meeting the 


challenge of the department store 
by going into the ensemble busi- 
ness ourselves,” says E. M. Peter- 
son of the high-grade retail shoe 
firm of Jones, Peterson & Newhall, 
Temple Place, Boston, in giving 
his reasons for the recent installa- 
tion of a department devoted to 
the sale of women’s hats and bags. 
“Shoes, hats and bags,” continues 
Mr. Peterson, “are definitely re- 
lated. They do not necessarily 
have to match, but they must com- 
plement one another. Why not, 
therefore, give the well-dressed 
woman an opportunity to buy 
them as a unit, particularly when 
it swells dollar sales, brings new 
customers into the store and en- 
ables us to move our footwear 
with less selling effort and at low- 
er expense.” 

One of the interesting experi- 
ments planned will be the sale of 
a hat, bag and pair of shoes at a 


2 es as een wri gd 








Window Trimmer—“You’re a bit too close to get the full effect, Mr. Wigglesworth. 
back up a few steps and you'll fall for it, hard.” 
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fixed price representing a consid- 
erable saving over the price which 
would be charged were these items 
to be bought separately. 


* * * 


The Allied Kid Company 


showed recently in New York a 
new white suéde kid leather, which 
can be dyed, much in the same 
way that fabric shoes are dyed. 

Creese & Cook, and some other 
tanners, are bringing out a new 
calf leather, to be made up into 
shoes with the flesh side out and 
the grain side in, and the shoes to 
be unlined, for both men and wo- 
men. 

K * ok 


4d 
Air Cooler” 


is the new name registered recent- 
ly by C. H. Daniels of the Wood- 
bury Shoe Mfg. Co. of Derry, N. 
H., and now Claude is making a 
study of temperature the country 
over for if America is to have pro- 
longed summers he sees a change 
towards breezy footwear. With 
movies, stores and even trains in- 
stalling air-conditioning machin- 
ery—he proposes to be ahead of 
the field in ventilated footwear for 
use indoors in the winter and out- 
doors in the Summer. 


Ss 
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Balancing the Nation's Budget 


Is a Sales Tax the Answer? 


In Two Parts: Part | 


_ By GERHARD HIRSCHFELD 


Ve rising cost of government 
administration and the decline in tax receipts have 
produced this problem: Is it necessary to increase 
taxation? Or is it possible to prevent additional tax 
burdens through other means? The rising cost of 
government is clearly reflected in the Government 
receipts and Government expenditures per capita 
which, in 1900, amounted to $7.45 and $6.84, respec- 
tively. In 1915 per capita receipts were only $7.03 
as compared with expenditures of $7.66. But for the 
fiscal year 1931, which ended June 30, 1931, receipts 
had risen to $27.02 and expenditures to $34.37 per 
capita. 

The cost of government has risen since the war. 
There can be no doubt but that it will further rise in 
the future, in accordance with the mounting duties of 
the various Government branches, be it in connection 
with increased exports or the development of inland 
waterways, reforestation, unemployment and the like. 
It is estimated that the budget deficit, which for the 
last fiscal year approximated $900,000,000, will be 
around $1,500,000,000 by June 30, 1932. It is obvious 
that somehow thé deficit must be provided for. 


The Federal Government has leaned upon direct 
taxation, and mainly upon the income tax, to balance 
its budget. The income’tax has regularly been pro- 
viding more than 50 per cent of the national revenue. 
Unfortunately, the receipts from this tax are declin- 
ing at an alarming rate. The receipts for 1931 were 
22 per cent below the 1930 figures, and estimates for 
1932 put receipts about 40 per cent below those of 
the past fiscal year. The income tax must be accepted 
as inadequate to come anywhere near balancing the 
Federal budget. Other sources of revenue must be 
found which yield not only larger amounts but also 
put the whole taxation scheme on a wider base. To- 
day not less than 97 per cent of the personal income 
tax is paid by 380,000 individuals out of a population 
of over 120,000,000. This is a very narrow base, 
indeed, and presents a dangerous situation for the 
Government from the standpoint of balancing its 
budget. 

Is it really necessary to increase taxation? If such 
step is taken today, it might handicap business, it 
might destroy bitterly needed confidence and it would 
possibly aggravate the present situation and delay the 


Boot AND SHOE RECORDER 


combining THe SHOE RPYAlILeErR, Dec. 5, 1931 . 








return of prosperous times. After all, the debt re- 
tirement plan of the Treasury Department is five 
years ahead of the originally scheduled time. Why 
not give the taxpayer who, during the period of pros- 
perity, has paid a generous surplus into the Govern- 
ment coffers, a well-earned rest ? 


This argument would be very 
plausible if, in the last analysis, it would have a good 
effect on the country. However, it runs counter to 
every principle of economic soundness and of general 
fairness. A postponement of increased taxation would 
result in enormous Government debts. It would lead 
to huge bond issues ; it would 
tend to undermine the splen- 





also Minister of Finance, announced these measures 
to eliminate the deficit : 


1. A special excise tax of 1 per cent on imported 
goods. 


. An increase in the income tax of 8 to 10 per 
cent. 


3. An increase in the sales tax from 1 to 4 per cent. 


bo 


. Increase in postage rates on letters from Z to 3 
cents. Besides, insurance companies other 
than life and marine insurance companies 
and fraternal benefit societies, will be taxed 
1 per cent on net premium received by the 
companies in Canada. 


oS 


The sales tax, it is safe 
to say, will not solve the 





Sa 






did credit status of the Fed- 
eral Government; it would 
lay the foundation for a de- 
pression some years hence; 
it would charge a future gen- 
eration with a tremendous 
burden for which it could not 
in the least be held responsi- 
ble and it would bring the 
country face to face with an 
internal debt of such im- 
mense proportions that it 
would, in the end, lead to re- 
stricted expenditure in the 
fields of education, of re- 
search, of science, of sani- 
tary development and of 
general cultural progress. 
From the point of fairness 
and economic soundness there 
is no way of getting around 
increased taxation in order to 
keep up with increased Gov- 
ernment expenditure. 


THE TREASURY DEFICIT AND 
THE SALES TAX 


AS Congress meets to face the problem 
of overcoming a national deficit which 
it is estimated will reach a billion and a half 
by July Ist, the sales tax is a question of 
live discussion and vital interest. 

In the accompanying article Mr. Hirsch- 
feld, an acknowledged expert in the field 
of finance, analyzes the problem facing the 
government of balancing the national bud- 
get and gives the results of his personal 
study of the sales tax as a means of raising 
additional revenue. He states the leading 
arguments for and against the sales tax 
and expresses his personal views and con- 
clusions based on his study. 

This article is published by the RE- 
CORDER for the purpose of aiding its 
readers in clarifying their views on a sub- 
ject of acknowledged concern to them. 
The opinions expressed are the views of 
the writer based on his study of the sub- 
ject. The RECORDER will be glad to 
publish expressions from those of its read- 
ers who entertain different viewpoints. 


Canadian problem because 
business is very sluggish and 
will probably not produce the 
expected revenue. Moreover, 
any suggestions the 100 
Congressmen will have to 
offer, must be considered 
with great caution. Canada 
can afford to weaken the buy- 
ing power of her middle 
class through a sales tax be- 
cause she is an exporting 
nation. The United States 
cannot, since this country’s 
prosperity is directly de- 
pendent upon the spending 
power of the 90 millions who 
represent the middle class. 
Exports are less than 10 per 
cent of the national produc- 
tion, and any decline in her 
population’ spending power 
must immediately reflect in 
domestic business. 


It has therefore been proposed to establish a sales 
tax. Senator Reed, for instance, advocates among 
other levies a sales tax of %4 of 1 per cent whose 
yield he estimates at around $2,000,000,000 (New York 
Times, Sept. 11, 1931), which would be almost half 
of the present figure of Government expenditure. A 
sales tax has definite advantages ; its base is very wide 
since it includes every conceivable branch of business 
endeavor, the miner and the manufacturer, the whole- 
saler and the retailer, the financier and the multitude 
of service industries. Each of these need therefore 
be taxed only to a small extent, and the total yield will 
yet be large. 

Mr. Hearst recently invited 100 Congressmen to go 
to Canada and to study the Canadian sales tax. The 
deficit of the Canadian Government for the last fiscal 
year was about $75,000,000. Premier Bennett, who is 
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Germany started the sales taxin 1918 under thestrain 
of war expenditures. It was so successful that Italy 
and France, Belgium and other countries adopted it. 
The German law requires shopkeepers to keep detailed 
records, to submit returns covering quarterly sales 
and to pay the tax in advance, with adjustment at the 
end of the year. In France, again, the returns are 
monthly. The German levy started at % of 1 per 
cent was, in 1924, increased to 214 per cent, but is 
since 1926 below 1 per cent. France levied 1.1 per 
cent, Italy, Canada, Austria, Belgium and Czechoslo- 
vakia 1 per cent. It is especially interesting to ob- 
serve the percentage of the total tax revenues derived 
from the sales tax; it is in Austria 22.1 per cent, in 
Belgium 21.1 per cent, in France (where it surpasses 
even the income tax) 20.8 per cent, in Czechoslovakia 

[TURN TO PAGE 60, PLEASE] 











A: the end of this month you 
are going to count the pairs of shoes in your stock 
and add them up. You are going to put down prices 
and multiply them and add them and finally arrive 


at a figure. If someone should ask what all this 
figuring is about you would answer: “We are taking 
inventory.” Within the past few days I have asked 
a number of shoe men just what this inventory 
means, after you have it. 

One idea has been common to all these answers. 
“Why, that is the only way we have of knowing 
whether we made any money.” 

It has been said that figures do not lie. But some- 
one has added, “liars often figure,” and the most 
dangerous liar is the person who does not know that 
he lies. And the worst sort of lieing is to lie one- 
self, or to practice self-deception. 

You can take your inventory to fool yourself. You 
can take it hoping to fool someone else or you can 
take it, particularly this year, so that it will tell you 
the truth, or nearly the truth, and thus start you off 
next year on a sound basis. 

If you do not want to fool yourself or have this 
year’s inventory fool you, the first thing is to have a 
clear understanding of just what an inventory is. 
Here is a good definition: 

An inventory is an itemized list of goods or other 
property, with their values as then estimated. 

The object of the merehandise inventory is to place 
the value of the merchandise on hand as one item in 


the balance sheet. 
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There Are Three Ways 
to Take an Inventory — 
You Can Take It to Fool 
Yourself, to Fool Some- 
body Else or to Tell the 
Truth. Which Kind Will 
You Take This Year? 


The balance sheet is supposed to show the net 
worth of the business. As that balance is composed 
of many items, the value of which depends in large 
measure on the opinion or judgment of some person 
or group of persons, it is obvious that all such items 
are more or less speculative. The net worth of the 
business is, therefore, what an auditor finds from a 
comparison of assets and liabilities as he sees them 
on the balance sheet. If those figures are wrong, 
then his findings are going to be wrong. 


; To get down to cases. 
if your opinion of the value of your shoes is too high, 
then that item in your final balance is going to show 
you as being worth more than you really are. 

To put it another way: If your statement shows a 
profit and that profit is in dollars in the bank, that 
is a real worth. 

But if your statement shows a profit and that profit 
is all in shoes on the shelf, then you are showing, not 
a real worth, but only a speculative worth. Those 
shoes are not real worth until you have sold them 
and neither you nor anyone else on earth can tel 
what the public will eventually pay for them. 

The answer to that is that if the shoes do have to 
be sold for less, then the loss will show on the next 
year’s business. And that is where it wi!' show. And 
so it goes on from year to year. 

The value of merchandise is only what the public 
will pay for it. I have said that before, but it bears 
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By HUGH THOMPSON 


repetition. The cost does not always determine the 
selling price. Too much consideration of the cost, 
over optimism, carelessness, lack of detailed knowl- 
edge of the items listed, inevitably lead to over valu- 
ation of the inventory. 


To demonstrate the speculative 
character of the merchandise, inventory as it appears 
in the balance sheet, I want to show you three ways 
that the inventory can be taken, with an example of 
each. 


Ist. The inventory can be taken 
with the deliberate purpose of mak- 
ing a good showing. 

2nd. It can be taken in the usual 
way, listing all items as marked, 
without any attempt to inflate or 
deflate the values. 


3rd. It can be taken with the idea 
of eliminating all of the speculative 
element as far as possible, putting 
all prospective losses behind. In 
other words, charging them against 
the year that is closed, rather than 
speculating on them for the future. 


An example of each: 

A local chain of shoe stores. 
Their statement looked good and 
showed a substantial net worth. But they had no 
money to pay their bills. They owed a considerable 
amount to manufacturers and more to the bank. 
Auditors were called in and found everything all right 
from the book end of the business, but if the money 
was not available, and it wasn’t, then what? Why, 
there must be something wrong with the inventory. 
This writer was called in to find it. I quote only one 
of the many items that were inflated. Thousands of 
pairs of shoes, from 2 to 5 years old, in sizes from 1 
to 4, widths AAA to B, were listed at $7 a pair. They 
were sold to a junk man for 50 cents a pair. 

The second method is dangerous because it has a 
tendency to: become routine and the merchant is 
likely to fool himself. If things go along smoothly 
and the business is fairly prosperous, it doesn’t seem 
to make any difference which year takes the loss. 

It usually results in an inflated inventory and when 
things do begin to lag, the store suddenly wakes up 
to the fact that it is not so well off as it seemed to be. 
A friend of the writer who has a fairly prosperous 
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This is a year in which mer- 
chants should sharpen the axe 
before inventory and trim values 
relentlessly. Why not get all of 
the unpleasant business behind 
you and go into next year with 
a fair chance of making a good 
showing? 


business, in the same location for more than twenty- 
five years, suddenly, in the dull period of early 1930, 
found himself in almost the same situation as the 
parties I mentioned in the first illustration, with the 
exception that it was himself he had been fooling. 

When prices began to slip he found himself with a 
lot of shoes that were overvalued and he had a mighty 
sick year in 1930. 

To illustrate the third method I am going back to 
the last period of hard times in 1920-21. This story 
was told me by a large operator. He said: 

“When we approached the end of 
the year 1920, with prices falling 
and the outlook for 1921 uncertain, 
we determined to put our losses be- 
hind us and to watch our inventory 
as never before. 

Early in December we had our 
section heads* get out a sample of 
every shoe we had in stock, with a 
tag on it showing date of purchase, 
cost, selling price and quantity. 

We spread them out on tables and 
went over them very carefully. 
Wherever there was any doubt of 
their immediate sale value or re- ~ 
placement cost, we put the sample 
aside. The result was that we took 
a loss of about $100,000 either by immediate sale at 
a reduced price or by revaluation in the inventory. 
Even then we did not dig deep enough and had to 
take an additional loss of $50,000 at the end of June. 
It has been our practice to do the same every year.” 

The temptation for the buyer in a department store 
to put a high valuation on his inventory is tremen- 
dous. He wants to make the best showing possible, 
particularly if he is working on some sort of per- 
centage or bonus basis. The immediate dollar looms 
so large that it is hard to see over the top of it. 

An example of the better way is this story of a 
buyer in a large department store who sent up a con- 
siderable reduction in the middle of January. The 
merchandise manager sent for him and wanted to 
know why it was necessary for him to take such losses 
immediately after inventory. He was asked if he 
“id not realize that he had placed a false valuation on 
his merchandise and why he had not sent up these re- 
ductions before inventory. 

[TURN TO PAGE 54, PLEASE] 
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SHOE TREES— 


PROBLEM 


MEN’S shoe department in a high grade department 
store is located on the sixth floor. It has a clientele 
who buy practically the same type of shoes year after year. 
These customers have always been consistent buyers of shoe 
trees. Shoe trees last much longer than shoes. The store 
policy does permit the department head to offer special in- 
ducements to the sales people so that they will push the 
sale of any findings. It must be taken into consideration 
that this particular trade is not one that will stand for any 
high pressure sales methods. 
What chance does the shoe buyer have. to develop a 
healthy shoe tree business under these admittedly adverse 
conditions? 





A mighty good chance declares one 

buyer, and forthwith proves he knows what he is talking about. 

More than 300 pairs of shoe trees sold every month is the 

average reached in the men’s shoe department at Saks Fifth 

Avenue. This fact indicates the great number of converts and 
repeat customers. 

The reason for this remarkable record was set forth by Nelson 
Clark, buyer for the department. 

“Customers usually come into this department for the sole pur- 
pose of buying shoes. As a rule, it is not very difficult to satisfy 
their needs in this respect. But the shoe trees provide a test in 
salesmanship. Aside from shoes we find it advantageous to exert 
considerable pressure in selling trees. Any salesman can sell our 
shoes but only a good salesman can convince our customers of the 
necessity of buying shoe trees, especially since our price range in 
trees is from $10.00 to $40.00. 

“There was a time when the sale of shoe trees was very limited, 
when men hardly knew that such a thing as a shoe tree existed. 
Selling around a hundred pairs of trees a week runs the profits 
rather high and is certainly gratifying to all concerned. 

“There are nine major types of trees sold in this department 
and we find it very good business to at all times carry a type of 
tree for every shoe and for every purpose. 

“Of course, with nine different kinds of trees, some will far 
exceed others in sales. Two kinds stand out particularly strong. 
Men like the pack-flat kind, as they can be used in traveling with 
the assurance that no extra space is needed, since they pack 
down flat with nothing protruding. The next best bet is a full 
length tree, having a ratchet ring handle. This one has all the 
advantage of the pack-flat type, and so is popular both when at 
home and when abroad. 

“Putting trees in every display, both in windows and in all other 
places where shoes are on exhibition, goes a long way in fixing the 
desirability of trees in men’s minds. This also tends to associate 
shoe trees with shoes in such a manner to the customer’s eye that 
they, too, will consider that shoe trees necessarily belong in shoes. 
A pair of shoes cannot be considered to be properly displayed, at 
least not. to their full advantage, unless a pair of trees is used to 
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How to Sell Them 


Vv Vv VW 


bring out their full beauty of their lines to the minutest detail. 

“It is a common experience in all departments or shoe stores 
selling grades comparable to ours to find that we cannot sell our 
customers everything in the house. There is no quicker way to drive 
trade away than by attempting to load them up. Instilling in our 
salesmen the importance of selling shoe trees to every customer is 
not achieved in a few days or even a week; it is only after frequent 
talks in which the importance of the sale of shoe trees is stressed 
that our men realize the position of trees in the department. The 
greatest means of raising the volume of shoe trees is the practice 
of putting a tree in the new pair of shoes without saying a word to 
the customer. In this way it is taken for granted that the man buying 
the shoes will also take the tree. Our salesmen show or introduce 
many other accessories that their judgment tells them might interest 
a customer, but they only sell trees—the others are just shown. 

“Shoe tree sales talks dwell on these points : 

“The necessity of keeping trees in shoes, stressing the fact that 
one would never think of throwing a wet coat in the corner of a 
closet. 

“How the drying qualities of wood keeps the innersoles from 
cracking and the linings from wrinkling. 

“How trees keep the counters in shape and so tend to prolong 
the good fitting qualities of the footwear. 

“The regular use of trees will prolong the life of shoes as well as 
add to the well groomed appearance of the wearer.” 




















ORTY PER CENT of the sales tickets of 
the Stetson Shop in Pittsburgh show 


ys for riding boots and Jodphurs play an 
important part in the stores that cater to 
this trade. Every person owning a pair of 
riding boots has been duly impressed as to 
the necessity of keeping them properly treed. 
The metal tree, which also may be used as 
a three way stretcher, is favored over the all 
wood trees, both by the stores and the con- 
sumers alike. These trees make a much bet- 
ter appearance in the displays than the wood 
trees and are not so heavy to handle. This 
latter point is especially appreciated by the 
customers who travel around considerably. 
The peak of the riding boot business is 
in April, next in importance is the Fall, with 
the month of December a close third. 
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sales of shoe trees. There is no special 
P.M. or other inducement on them, either. 
Just the regular commission paid on all 
sales. 

It is plain that there must be a good 
reason for such a record. The manager of 
the store, R. Bruce Murphy, explains it this 
way: 


“Shoe trees are on display all the time. In the 
window they are displayed with one tree in an old 
shoe, shined well, the mate placed beside it all 
curled up. A card back of them with the slogan: 
A neglected necessity; Shoe trees are just as essen- 
tial to shoes as coat hangers are to a coat. 

“In the store, we have them conveniently placed 
under the chairs. When a customer’s shoe is re- 
moved, we insert a shoe tree in the shoe and pro- 
ceed to fit him. When the customer has made 
his selection, shoe trees are suggested. We show 
him his old shoe with a tree in it, tell him they 
are just as essential to shoes as keeping them 
shined for appearance, shape, comfort and longer 
service. The trees are removed, then the old shoe 
put on. The customer will immediately notice the 
difference in the feel of his old shoe.” 



























































ALWAYS _GROUPED 
IN THE SAME PLACE 
AND TAGGED TO SHOW 
ATA GLANCE THE P.M. 









SALARY vs. COMMISSION 


Concluding Article in a Series of Three Surveying the Problem 
of Compensation from All Angles 


By MURRAY C. FRENCH 


One fact stands out plainly 
in our survey of wage methods which you have been 
reading in the Recorper (Salary vs. Commission). 
The shoe trade is 9944/100 per cent purely com- 
mitted to ‘the P.M. principle in some form or other. 
Near enough to call it unanimous. 

True, not all use simon-pure P.M.’s—so much per 
pair. Some prefer graduated commissions, some use 
contests. But practically all shoe merchants have 
worked out their own system of slipping something 
extra into the Saturday night envelope of the man 
who sells the older, less desirable shoes. 

Therefore all of us are quite interested in knowing 
how the other fellow works his plan. And that’s the 
dish for today. 

As we shall see later, some use comparatively small 
P.M.’s—pin money for the salesman. Others pay 
important money. But whether or not the boss con- 
siders that P.M.’s are a part of his salary scheme, the 
salesman figures them that way. 

We shall also see that merchants’ differ widely on 
the problem of whether to (a) leave the P.M.’s in 
their regular places in stock, (b) put them in a sep- 
arate section and scramble the sizes, or (c) put them 
in a separate section but keep each line to itself. 

Let’s begin down South with a splendid how and 
why explanation from J. Wesley Spencer, general 
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manager of the FRENCH BOOTERY in WOLFF 
& MARX department store at San Antonio, a smart 
store, as we all know. 

“We are firm believers in the P.M. system,” says 
Mr. Spencer. “Even on new goods the minute we 
find we have made a bad buy we do not hesitate to. 
put a 50-cent P.M. on that shoe. If 50 cents does 
not move it as fast as we think necessary, we raise 
it to $1.00. : 

“Not only does the P.M. system help to keep our 
stock clean but also it keeps the salesmen alert and 
eager to wait on trade. Even though the customer 
calls for something entirely different, after the sales- 
man has shown the style requested, he brings out a 
P.M. also. 

M4 | : 

n this way many an 

extra pair is sold. This boosts our sales, cleans our 

stock, reduces our markdowns, pleases the customer 

and puts some extra money in the salesman’s pocket. 
So everybody’s happy. 

“Tf a shoe does not sell even with the P.M., we run 
prizes for the greatest number of pairs sold in a 
month, usually $10.00 for the first, $5.00 for the sec- 
ond and $2.50 for third, leaving the P.M. on each 
pair as well. 

“Slow-moving stock, you know, will never, never 
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sell unless it is shown,.and our system certainly gives 
the boys a worthwhile incentive to push the things we 
are most anxious to sell. 

“We have learned by experience not to change the 
location of the P.M.’d shoes, as the men can lay their 
hands on them more quickly if they remain in their 
usual places and under their original stock numbers. 
For instance, if we have a black suede style that car- 
ries a P.M., it will not be overlooked if run in at its 
proper place_with the other black suedes. 

“Then to distinguish the P.M.’d styles we put on 
the end of each carton a blue dot sticker to mean 50 
cents and a green one on the $1.00 P.M.’s.” 

Coming up North we find a method distinctly dif- 
ferent in every way, used by another successful de- 
partment store, C. E. CHAPPELL & SONS, of 
Syracuse, N. Y. 

“The P.M. system is used quite successfully in our 
shoe department,” says D. E. Chappell. “We put all 
the P.M.’d shoes into a section by themselves and 
scramble the sizes. This, we find, has been very suc- 
cessful in keeping our stock in a clean condition at 
a very low cost. 


“NJ 

or do we haye any trouble 
with the salespeople trying to use undue force in 
selling these shoes. Our P.M. is 25 cents and in case 
shoes are returned for credit it is, of course, charged 
against the salesman’s salary.” 

Stopping off at Indianapolis, we find a different 
method yet, used by Arthur G. Brown, manager of 
the great MAROTT SHOE SHOP, with its seven 
floors of shoes for men, women and children. 

“Although P.M.’s are used in both our men’s and 
children’s departments we are not especially enthu- 
siastic about them,” says Mr. Brown. “We segre- 
gate all broken lines and scramble the sizes so that 


‘ when a salesman is looking for a certain size there 


is only one place to look for it regardless of kind 
or color. 

“But in our women’s department we have for the 
past year, instead of P.M.’s, given monthly prizes to 
the salesmen selling the most points. Broken lines 
in the most desirable class count one point, and the 
older, less desirable shoes count two or three points. 
One point is given for a double sale, two for a triple 
sale, etc. 

“The first prize every month for the most points is 
$20.00, second $10.00, and third $5.00. The same 
amounts are given every month to the salesmen sell- 
ing the most dollars. 

“Every day the progress of these contests is posted 
on the bulletin board in the women’s department, re- 
sulting in a lot of good-natured rivalry. 

“Formerly in our women’s department we paid 
P.M.’s ranging from ten to fifty cents. You can 
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readily see the savings made by using the prize 
method, and we believe there are more old shoes sold 
by this method than by using P.M.’s.” 

Then right over in Lima, Ohio, we find a most 
effective and novel method—an automatic P.M. sys- 
tem. P. W. Crawford, of the CRAWFORD SHOE 
CO., describes his plan for us. 

“As soon as any style number is sold down to 15° 
pairs it automatically takes a 25-cent P.M. When it 
gets down to 10 pairs the P.M. increases to 50 cents, 
the last 5 pairs pay 75 cents, except for the very last 
pair, which pays $1.00. 

“Before we adopted this system, more than ten 
years ago, we experienced considerable difficulty in 
making a profitable disposition of the last ten or 
twelve pairs. Our present system has completely 
solved this problem for us, proving both successful 
and profitable. 

“Our usual policy is to work all of our remnant 
styles in with similar lines of new merchandise when- 
ever possible. When there is no similar style the left- 
over number is worked in the regular stock in its 
regular order. 

“We find this plan satisfactory as it seems to serve 
as a reminder when the salesman is looking for a 
particular size or material. We experience very little 
difficulty on account of misfits, probably because we 
pay considerably more attention to correct fitting than 
a store of the ordinary type does. Furthermore, we 
impose a penalty on all salespeople allowing misfits.” 

Another enthusiast for the P.M. method is Walter 
D. Rosenberg of HOFHEIMER’S, INC., who oper- 
ate six stores in the larger cities of Virginia. 

“We strongly favor the P.M. system as a useful 

[TURN TO PAGE 55, PLEASE] 
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The Sales Tax Battle Starts 


HE incoming Congress will 

f consider the Sales Tax for it 

is obvious that the Govern- 

ment is running into a budget deficit 
of staggering proportions. The cost 
of government has risen at an 
alarming rate. In all probability it 
will rise still further. For the last 
fiscal year, the budget deficit was 
approximately $900,000,000, and it 
has been estimated that it will be 
around $1,500,000,000 by June 30, 
1932. The rising cost of govern- 
ment administration and the decline 
in tax receipts have produced a new 
problem for the United States to face. 

The Federal. Government has 
leaned upon direct taxation and main- 
ly upon the income tax to balance 
its budget. The income tax has 
regularly been providing more than 
50 per cent of the national revenue. 
Unfortunately, the receipts from this 
tax are declining at an alarming 
rate. 

So, we face, in December, the pos- 
sible introduction of a Sales Tax. 
In all probability, Senator Reed will 
advocate a Sales Tax of % of 1 
per cent—whose yield he estimates 
at around $2,000,000,000. This tax 
will be favored by many because its 
base is wide enough to include every 
conceivable branch of business en- 
deavor, the miner, the manufacturer, 
the wholesaler, the retailer, the 
financier and a multitude of service 
industries. 

The Canadian government hopes 
to pull itself out of the deficit of last 
year by increasing its Sales Tax 
from 1 to 4 per cent. What prom- 
ise is there that a sales tax here 
would not be similarly increased 
under pressure of emergency. 

Germany started the Sales Tax in 
1918 under the strain of war expen- 
ditures. It was so successful that 
Italy, France and Belgium and other 
countries adopted it. The German 
law requires shopkeepers to keep de- 





tailed records of stock returns cov- 
ering sales and to pay the tax in ad- 
vance, with adjustment at the end of 
the year. 

The attitude of the merchants as 
expressed by a number of associations 
throughout the United States is that 
as long as there are other sources the 
Sales Tax must be considered eco- 
nomically unsound and harmful to 
business recovery. These associa- 
tions also feel that a Sales Tax, if 
levied on all sales, will mean a 
further burden on the independent 
business man. 

Merchants believe that the 
Government must first make an 
effort to reduce the costs of gov- 
ernment. We believe that if the 
Sales Tax is put on as an emer- 
gency method, that its life should 
be limited and that it would be 
exceedingly grave if we allowed 
it to be used as an excuse for tax- 
ation in years and years to come. 

Thirty years ago there was one 
family on the tax payroll for every 
fifteen families contributing to that 
tax roll. Seven years ago it was 
one to every thirteen families. To- 
day it is one to every twelve fam- 
ilies. Growing, isn’t it? 

During the last forty years popu- 
lation has increased 100 per cent, 
national wealth has increased 465 
per cent and the tax bill 965 per 
cent. 

Where does the money come from 
which so lavishly is expended? To 
meet the sum of $4,220,000,000 spent 
in the fiscal year 1930-31, customs 
receipts provided 8.9 per cent, the 
income tax brought 44.1 per cent, 
other internal revenue, chiefly de- 
rived from tobacco taxes, 13.5 per 
cent, payments from foreign gov- 
ernments 5.6 per cent, and all other 
receipts 6.5 per cent—leaving a de- 
ficit of 21.4 per cent. 

And that 21.4 per cent deficit is 
what is agitating legislative and bus- 
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iness circles as they haven’t been 
stirred up since the war. For the 
question is not only how to make 


good the deficit already incurred,’ 


but also and more importantly, how 
to prevent recurrence of further de- 
ficits. In other words, how to bal- 
ance outgo with income. 

We oppose it not because we think 
it is unfair or unworkable, but be- 
cause we believe its income-produc- 
ing possibilities will, if made actual- 
ities, simply add to the tax burden 
of the future instead of being, as it 
should be if enacted, a substitute for 
other sources of income. Force on 
us a retail sales tax and the rest of 
the billions of bonus will be voted. 
Anything, in fact, will be voted for 
which there is money in most remote 
prospect. A presidential election is 
coming. Both parties-are prone to 
buy favor with other people’s 
money. We cannot forget that. It 
has been done too often and too re- 
cently. 

Still we have our deficit, already 
incurred. What to do about that? 
It has been proposed to increase in- 
heritance taxes and income taxes in 
the higher brackets; to float a bond 
issue; various other remedies, in- 
cluding luxury taxes (which, by the 
way, also are in consideration in 
several States) have been advanced. 

The deficit must be met. But this 
we believe most firmly: No plan 
for making good the deficit should 
be made effective which has not a 
comparatively brief life, limited by 
the act which makes the plan into 
law. If we must take emergency 
measures, let them be solely and 
strictly for the emergency. If the 
time limit be proved too short, re- 
enactment for another brief period 
is possible. To saddle new imposts 
on the backs of already struggling 
taxpayers without such definite limi- 
tation is to add permanently to their 
burden. 
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Salesman 


who works for you 
without pay 
























HREE million men 

have accepted Bob 
Smart Shoes as the Shoe 
in the $5 class which 
has all the requirements 
of style and quality to 
which they are accus- 
tomed. 





Is there anything more valuable to a shoe 
merchant than a satisfied customer? A 
wearer of Bob Smart Shoes is a satisfied 
customer because Bob Smarts are made to 
please the wearer and not made to just sell 
at a price. 
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BOB SMART PRESTIGE AS AMERICA’S OUT- 
STANDING $5.00 SHOE IS ASSURED. 

COMPLETE RETAIL PRICE RANGE $3.50 to $6.00 
BOB SMART SHOE COMPANY 


MILWAUKEE, WISCONSIN 
CHICAGO OFFICE: 1604 Republic Bldg. § PITTSBURG OFFICE: 505 Lyceum Bldg. 





SHOES 



















When a boy eleven years old 
goes out and finds a job for himself as errand boy 
in a large department store when jobs are hard to 
find, holds it when jobs are hard to hold and from 
that humble beginning by sheer hard work and per- 
sistent effort wins his way to national leadership 
among merchants, it is a safe bet that he knows his 
merchandising. 

That one sentence briefly tells the story of Dennis 
F. Kelly, president and general manager of The Fair 
department store; president of the National Dry 
Goods Association ; director of the Continental Illinois 
Bank and Trust Co., Chicago’s largest bank ; director 
of Wilson & Company, meat packers, and widely 
known as leader in civic and philanthropic activities. 

Mr. Kelly started his business career in June, 1879, 
with Mandel Brothers, Chicago. He was made super- 
intendent of the store in 1888 when ZO years of age; 
promoted to general manager in 1900; left Mandel 
Brothers on Dec. 31, 1922, to become vice-president 
and general manager of The Fair, Chicago. He was 
elected president of The Fair in March, 1925. 

His success, however, is not the only reason, or even 
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Kelly to Be 
NUS. RA. 


Keynoter 





Head of The Fair Department Store, 
Chicago, Who Is Also President of the 
National Dry Goods Association, to 
Address Opening Session of Conven- 
tion at Palmer House, January 4, on 


“The New Era in Merchandising.” 


the greatest reason why Mr. Kelly was chosen to 
deliver the keynote address at the forthcoming N. S. 
R. A. convention. With all the prominence he has 
attained in the field of business, with all the high 
sounding titles he has acquired, Mr. Kelly, or “D. F.,” 
as he is familiarly known by his business and social 
associates, remains one of the people; affable, friendly 
and always ready to help along any good cause, espe- 
cially when that cause pertains to better merchan- 
dising methods. In speaking of Mr. Kelly, Chairman 
John O’Connor, of the N. S. R. A. Convention Com- 
mittee, said: 


Md 
I: was not necessary to 
send ‘D. F.’ an engraved invitation on a silver platter 
or have an especially appointed delegation of mer- 
chants wait on him to secure his presence at our con- 
vention. From our store I called him on the telephone 
and he readily agreed to assist us. 

“For several years D. F. Kelly has been the out- 
standing leader among State Street business houses. 
His counsel has been sought and heeded, and mer- 
chants should not fail to hear him.” 
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HE Pied Piper Proposition has 
kept constantly in tune with the 
requirements of the trade. 







Dealers, everywhere, who have built up 
a sound business through full use of Pied 
Piper service and selling cooperation con- 
tinue to enjoy the- benefits of the Pied 
Piper name regardless of conditions and 















changing demand. 






This is only possible because the 
Marathon Shoe Company has displayed a 
complete knowledge and understanding 
of the retailer’s problems and an active 
ability to help solve them. 









Such helpful service cannot be appraised 





in mere dollars and cents. Yet it is 
available to you without cost. 






You will be interested in the 
full details. Write for them— 
and for your copy of “How to 
Build a Profitable Business on 
Children’s Shoes.” 
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WORLD'S GREATEST HEALTH SHOES FOR CHILDREN 


’ Matathon Shoe Co; 


WAUSAU, WISCONSIN 
























What 
Are “3 


U, in New Rochelle, N. Y., 
there’s a men’s store I like to visit. I 
get a great kick out of it every time I 
go there, to hear the boys visiting with 
the young man who has charge of the 
boys’ department. Sometimes joking 
and kidding, sometimes really serious. 
But dropping in without hesitation as 
FRIENDS! 

And just the other day I heard the 
Boss say, “Mrs. Brown said George is 
sending back that coat ; give them credit. 
And the boy will stop in and pick out 
what he likes when he’s home from 
school.” 

Like a lot of other good stores, they’re selling boys’ 
clothes—and plenty of them—through FRIEND- 
SHIP and INTEREST. All over the country there 
are stores with lively boys’ clubs. Believe me, when 
it comes to boys—friendship mixes with business—or 
there isn’t as much business as there should be! 

Instead of worrying about how to sell more boys’ 
shoes—figure how to make more boy friends! Abso- 
lutely elementary! And yet mighty few shoe stores 
are inviting or interesting to boys. 

There must be someone in the store who is a “reg- 
ular fellow” to them—some one they like—some one 
young in spirit who knows, understands and is sym- 
pathetic with their youthful interests. Perhaps that 
one is a young man or high school lad on a part-time 
arrangement. Perhaps an older person whom young- 
sters will “take to.” And that person will have the 
job of doing things that will make boy friends for 
the store. Contests, talks, movie parties—all the 
stunts that will keep up unflagging interest. 

Good merchandise, good fitting, right prices, yes— 
they make the plain cake. The other is the frosting. 
And boys like the frosting! 

You could have an “S. M. Boys’ Club”—Saturday 
Morning Boys’ Club—with membership cards pre- 









By 
R. E. ANDRUSS 


GetBoys 
Good 
Will? 


sented when a boy (or parents) buy a boy’s 
shoes from you. The young man I mention 
above, under your guidance, would arrange 
for interesting speakers, or contests, or ex- 
hibits, or walks, or parties. 

Another idea any store can use is the 
“Monthly Movie Party.” One ticket given with each 
purchase of boys’ (or children’s) shoes. Once a 
month a movie party, with souvenirs and special fea- 
tures to make it interesting. 


E itacts always interest 
boys—such as making the most words out of the 
store name. We show how such a contest may law- 
fully be conducted. Before starting any contest it is 
suggested you consult your local postmaster to see if 
it is all right. Skating or coasting contest. A coast- 
ing contest with homemade coaster wagons was a 
great success. So was a kite-making and flying con- 
test, with a “hot-dog” party at a municipal park, for 
the contestants. 

Birthday lists are good. A remembrance card or 
small gift on his birthday makes a hit with any boy. 

All these things offer opportunities for making 
friends with boys. Back up such a program with 
friendly, efficient service, good values, and consistent, 
interesting advertising (part, at least, directed to the 
boys themselves) and you'll sell more boys’ shoes. 
At a time when increasing the pairage is a problem, 
getting more customers is important. 
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“Let ‘er 


I'll Wear My 
Hi-Cuts!” 


iy AP Boys don’t like to 
bother about avoiding 
a little (or more) snow. 
They want to get right 
out in it and have a good time. They can, 
without fear of wet feet, when they wear 
these sturdy hi-cuts. They’re favorites with 
every boy. 

















SHOW CUT RECORDER 
OF SHOE SHOE STORE 


Snow! 











“Gee! | = they didn’t 
forget new Slippers!’ 


“I hate my old ones because they slide off my 
feet all the time—and they look so bad.” 
(Store name) warm, comfortable, good look- 
ing slippers will make many a boy happy this 

Christmas—they’re 


SHOW CUT inexpensive, too. 
OF SLIPPER RECORDER 
SHOE STORE 























Lucky Boy 
Contest! 


See how many words you can 
make out of the letters in the 
name of our store— 


RECORDER 
SHOE STORE 


For example—RECORD, CORD, ORDER, CORE 
RED, and many more can be made from 
Recorder. Any letter can be used as often 
as it appears in our name, no oftener. 


Print your name and address clearly at the 
top of your first page of words. Write on one 
side of the paper only. Leave at our store 
on or before (day and date.) 


WU ia a Levis ona els shdis'eges oe 
Mg eager e 
THIRD PRIZE:. a 


Special reward prizes for every boy who enters the contest 


RECORDER SHOE STORE 











Hard on Shoes! 


No boy can go coasting without steering 
the sled—and he has to use his feet for 
brakes, too. Store name’s play shoes for 
boys will stand a lot of hard wear. 


NOTE: Southern stores can use a 
sketch of a coaster wagon. 


RECORDER SHOE STORE 
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LIGHT COLORS 
for EARLY SPRING 


We enter these two as outstand- 
ing color favorites in the race 
for early spring popularity. 


adapted for all over use—also 
it combines most effectively 
with Color 57 Straw Beige and 
Color 128 Indies Brown. 


EE 
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Ss, Color 217 is particularly well 
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YF ALLIED KID 
COMPANY 
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=) STANDARD KID DIVISION A 
=) 209 SOUTH ST, BOSTON \\ 
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Shopping the Hosiery Market 


Light Tones Projected for Spring Season; Meshes 





and Laces Still Going Strong; Patent Litigation Looms 


"Fr we YS 


Light Tones for Spring 


ith hosiery selling rather 
freely, albeit at discouraging prices for the Christmas 
trade, the manufacturing interests are beginning to 
look forward to the Spring season. The official Spring 
colors have not yet been selected by the trade’s color 
committee in cooperation with the Textile Color Card 
Association, and probably will not be chosen until 
later this month. A few advance Spring colors already 
have been shown in some quarters of the trade, 
enough, perhaps, to give a slight inkling of the gen- 
eral color trend. Light shades predominate, largely 
on the theory that deeply sun-tanned skins are out of 
the fashionable picture. Light yellowish and pinkish 
beige tones of neutral cast make up most of the new 
colors as shown so far. With blue giving promise of 
reaching big volume in Spring garments for women, 
the light neutral beige tones look like good bets at 
this time. However, there is plenty of time to spring 
some really “new” shades before the Spring season 
gets fairly under way. All in all, however, there is less 
interest in color than in other features. With few 
exceptions, the new Spring lines will be replete with 
novelties, such as lace tops, mesh designs, etc. 


Laces and Meshes 


hristmas shopping so far has 
indicated a decided interest on the part of consumers 
in lace and mesh hose, so much so, in fact, that pre- 
dictions are being made that the lace and mesh busi- 
ness next Summer will set a new high record. Those 
who were predicting a death of the mesh vogue have 
been compelled to revise their ideas materially. For 
the current Winter season meshes and laces are still oc- 
cupying a most important place, particularly in the 
classification of evening hose. Excellent business on 
laces, inspired by Spanish or Irish lace designs for 
evening wear, are reported from all parts of the coun- 
try. Large openwork patterns predominate, with dark 
tones in the lead. Black laces and meshes have shown 
up strongly in recent retail sales and are expected to 
carry through the winter season. Leading mills are 
now at work on new mesh and lace designs for Spring 
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and Summer, and it is certain that many new novel- 
ties will be on the market within a short time. 


Prices 
White reports indicate that the 


supply of distress merchandise at prices around $5.00 
and $6.00 a dozen wholesale, are growing less, retail 
prices throughout the country continue on an ex- 
tremely low level. Considerable interest has been 
evinced in the fact that B. Altman & Company, New 
York, has been exploiting hosiery at less than $1.00 
a pair recently. Full fashioned all-silk hosiery at 
such prices as 59, 69, 75 and 85 cents a pair are com- 
mon in the large department stores of the country, but 
it is felt that such prices do not give a fair margin 
of profit to either the manufacturer or retailer. The 
fact remains that plenty of good, standard quality 
merchandise is available to retail at $1.00 or slightly 
less, profitably. Indications seem to point to $1.00 as 
a big volume selling price, even in many of the higher 
grade stores. One interesting fact in connection with 
the early Christmas business is that $1.00 to $1.25 a 
pair is apparently considered by consumers the “right”’ 
price to pay for Christmas hosiery. 


Patents 


l; looks as if the trade is 
getting set for some interesting patent litigation, par- 
ticularly on the subject of variable length stockings. 
Within the past months two new patents covering this 
feature have been issued, one to the Artcraft Silk 
Hosiery Company and the other to Harrington & 
Waring. With the patent already controlled by 
Gotham, presumably covering this feature, the situa- 
tion begins to look interesting. 

In the meantime consumers continue to show in- 
terest in the stockings that may be folded over to give 
various leg lengths. This, along with the movement 
begun a month or more ago to fix the standard length 
of women’s stockings at 30 inches. Certainly the 
variable length stocking solves the problem of stock- 
ing lengths for the woman who has shorter or longer 
legs than ordinary. 
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STANDARD BLACK KID IN 


ob 


SHOES 


FOR MEN 


The manufacturer of a nationally adver- 
tised line of any kind, is, generally speaking, 
making an investment in accumulating 
public trust and good will for his product. 


This makes it doubly important for him to 
be most watchful in not only using quality 
materials—but still more vital—materials 
that persist in their repeated merit. 



























So we appreciate all the more the confi- 
dence expressed in Ruby Kid by the manu- 
facturers of “Bob Smart” shoes, by their 
100% standardizing on this repeatedly 
dependable black kid in all their black kid 


styles. 65 
5 

No more significant tribute could be wished are 

than their freely given statement—“RUBY 

KID has proved a definite selling and resell- Of 

ing influence on BOB SMART shoes.” sty 


JOHN R. EVANS & CO. 


CAMDEN, NEW JERSEY 


CINCINNATI St. LOUIS 
ROCHESTER MILWAUKEE 








BOSTON 
PHILADELPHIA 


5 AN | 
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65 styles in Bob Smart Shoes 
are carried in stock—priced 
to retail at $5 to $6. 


Of these we show a typical 
style made of RUBY KID. 
Also examples of their ex- 
tensive national advertising. 


VANS LEATHE 
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Here is a window that sold thousands of dollars worth of hosiery and findings. It cost just $15.00 to make. In the center is a cardboard 


Christmas tree covered with green paper. 


This is 6 feet tall, and the various gifts are fastened to it as in the case of a real tree: Golf hose, 


slippers, spats, Tecs, combinations of leather garters and belts, wool, felt, leather and Pullman slippers and Christmas orders unite to form 
the eye-catching appeal. Flanking the tree on either side are two huge boxes made to represnt Christmas hosiery gift boxes. These allow 
for the display of 20 different kinds of men’s wool hose. 


Holiday Urge in 


How a Men's Store 


Shoe Windows 


in Madison Avenue, 


New York, Displays Hosiery and Accessories— 
And Sells Them in Profitable Volume 


By G. G. BOYLE 


‘bho is one shoe store that | know 
about that is going to cash in on the Christmas trade 
and make a clean-up. And that store is the one I 
manage. 

Christmas this year should be an extremely good 
one for those selling practical presents at a popular 
price. Many people who formerly spent $5.00 for 
a gift will be looking at items for half that amount. 
That is just exactly where the retail shoe store fits 
in the picture. Shoe stores are filled with practical 
gifts. The only trouble, looking at many shoe stores, 
is that those in control do not seem to fully appre- 
ciate their opportunity. 

Now to cash in on this present condition. First, 
our windows are to be so filled with the Christmas 
giving spirit that even the blind pencil sellers will 
feel the warmth of their message. Some stores 
majoring in men’s high grade shoes have a rather 
dull time of it during the Christmas buying splurge, 
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but with us it is one of the high sales spots of the 
year. It is the play on every item of findings carried 
in the shop that puts the sales across. And not to 
do detriment to our regular shoe sales, either. 
During the Christmas selling, such items as spats, 
hosiery, trees, genuine sheep slippers, with the wool 
right on them, regular soft and hard soled slippers, 
riding boot accessories, are all placed in one window, 
while our other window features our shoes. With all 
the enthusiasm for the varied findings, the fact that 
this is a men’s shoe store is not lost in the excitement. 
There is a certain class of people who buy a sizeable 
gift to the family and usually throw in many inexpen- 
sive little things for the various individual members 
of the family. Findings fit in with this gift buying 
very happily. 
Hosiery, however, is the backbone of all the 
Christmas business. For that reason it is given 
[TURN TO PAGE 38, PLEASE] 
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THIS QUESTION 
HAS A VITAL 
BEARING ON 
YOUR PROFITS 


Because of keenly competitive con- 
ditions a good many shoe merchants 
are selling at $11 and $11.50 shoes 
that cost them $7.50 and more. 

With a shrunken market and a 
reduced profit these merchants find 
it difficult to even approximate their 
former dollar volume. 

The Stetson Shoe merchant faces 
no such problem or profit shrinkage! 
Factory prices assure him a full 40% 
markup—or more. For example, on 
a Stetson style retailing at $11.50 he 
pays approximately $6.90. And the 
same relative margin applies on other 
Stetson styles and retail prices. Thus 
at comparative retail prices he makes 


& 





v4 
How much are you paying 
fine men’s 


shoes: 


a greater gross profit than his com- 
petitors. He can remain competitive 
without a single sacrifice in profit. 
Wouldn’t you like to be in that 
position P 

Now match this greater profit for 
yourself with a greater satisfaction 
for the customer. The famous Stetson 
not only provides that style, leather 
quality and workmanship that its 
reputation certifies but a plus feature 
exclusive with itself. That is a shoe 
“broken in” at the factory so that 
the customer’s first step is as com- 
fortable as the final one. Conse- 
quently, there isn’t a men’s shoe in 
the “upper brackets” that excels 
the Stetson, regardless of price. 

Supplement these two basic 
factors with the convenience and 
economy of buying from the finest 
In-Stock department in the industry 
—(which ships the same day your 
order is received)—and there’s only 
one answer to the profit question... 
SELL STETSONS! The Stetson Shoe 
Co., Inc., South Weymouth, Mass. 


STETSON SHOES 


FOR MEN AND WOMEN 
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anning and Controlling 


Of 


HOFHEIMERSS, Inc. 
WEEKLY SALES QUOTA 


Se 


se 


WEEK ENDING _ 





Profit 
in 


S n O C Prsaens Siena 


APPROVED BY 





ne - 
he DOLLARS ONLY 


HOSIERY 
Bags | Jewelry 


2 meanmesas 





|. This report is designed to guide you in your sales performances. it should be used in connection with your monthly 


INSTRUCTIONS 
To 
STORE 
MANAGER 


tOres 


By U. S. 


sales and operating expemse budget on which 4 weekly sales figure is shown. 


2. When reporting sales of shoe departments fill in the pairs sold in the respective columns according to the price range 


headings at the top of each column. 


3. When reporting findings, bags and jewelry fill in, in dollars only im the respective columns according to their 


Proper headings. 


4. Please return this report to the controlicr’s office completely filled im at the close of business Saturday, 


escnses lil and sign your name here 


STORE MCR SIGNATURE 


ASPERO 


Controller, Hofheimer’s, Inc., Norfolk, Va. 


The genesis of successful 
retailing—whether retailing automobiles or shoes— 
might be stated in the following terms: 


1. Inspired thinking and coordination. 
2. Intensive planning and cooperation. 
3. Infinite control. 


Without all three no enterprise conducted for profit 
can hope to do a really good job, or even survive in 
this period of precise and scientific action. The mer- 
chant cannot hope, by inspired thought, to reduce 
inventories, check expenses or increase sales volume, 
when, through lack of proper plans, he is firing 
shots in the dark. Even when he knows where he is 
shooting, his work falls short of the mark if it is not 
controlled within its spheres. 

At the beginning of each season inspirational 
thought must be directed toward planning the entire 
course of action for the coming season. Planning is 
the fundamental test of executive ability and well laid 
plans are the true expressions of genius. Too many 
stores are sailing the seas of retailing (shoes or what- 
have-you) apparently without any idea of where they 
are going. They cast out their lines and launch cam- 
paign after campaign of one kind or another, with no 
thread to bind one to the other. As retailers we must 
learn to plot methods and courses for improving the 
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organization, personnel, sales volume, merchandise 
stock and expenses. 

Budget plans should be used to control all store 
activities and operations, and a large number of stores 
have a fairly thorough plan of budgeting in force. 
But budgeting alone will not “do the trick” of keep- 
ing operations within planned limits. No budget is 
worth the paper it is written on without a careful 
system of control. The executives of the store, be 
the store large or small, must be “sold” on the need 
of control, and should avail themselves of all refer- 
ence works to better plan and execute their retailing 
processes. In the retail business, particularly with the 
small-store merchant, there has been insufficient appre- 
ciation of the value of the studies and statistical 
analyses that have been.developed in universities, in 
local and national trade associations, in the research 
offices of service companies and in the Department of 
Commerce. How many retail merchants and execu- 
tives take the time to read and digest these reports and 
surveys and extract from them the guidance and con- 
structive benefits they contain ? 

Let us proceed with our work of planning and ask 
the merchandise managers to sit down with the con- 
troller to work out a merchandise plan or budget 
calculated to prevent over-purchasing and to control 
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SPECIAL HOLIDAY STYLES 
FOR THE HOLIDAY SEASON 


For immediate turnover 

— Christmas profits— 

order now from Peters 
In-Stock Line 


Now is the time when alert merchants can 
cash in on holiday demand to get a quick 
stock-turn and a quick profit! 


Special, attractive styles in Peters Shoes— 
like those shown—will help you get your 
share of this business. Dozens of smart, un- 
usual models for men, women and children 
—the most popular leathers and trims— 
to brighten your stock for the Christmas 


trade and bring profitable new L, 


customers into your store. 


From heel to toe, these shoes are Peters 
standard clear through. Fashion-right, with 
weeks of extra wear built in. They retail in 
the usual Peters attractive price ranges, 
assuring you a speedy turnover—better net 
earnings. 


The tremendous floor stock of the famous 
Peters All-Leather Line is at your service. 
All numbers, in all sizes and widths, ready 
for quick shipment. 


Now is the time to order! Wire or write 
for the Peters Shoes you need to spruce up 
your stock and get holiday 

turnover on your whole line. 


BRANCH OF 


ST. LOUIS 
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HOFHEIMER’S, Inc. 
205 GRANBY STREET 
NORFOLK, VA. 
MERCHANDISE PLAN 
AND OPEN TO BUY 





For 
Dept. Month of i. 


Ls — 
OPEN TO BUY PAIRS | VALUE 
THIS MONTH: | (Dollars Only) 
SALES AT COST: | 
Planned. | 
Actual | 
Defici i 


Overage. 


PURCHASES AT COST: 
Planned. 
Deduct=Deficiency in Sales___ 
Add—Overage in Sales. 
Adjusted Purchase Limit 
Deduct—On Order and in Transit 
for this Month 

OPEN TO BUY THIS MONTH. 

OVER BOUGHT THIS MONTH. 
Stock on Hand this Month. 
Stock on Hand last Month. 

NEXT MONTH: 
On Order. 
Purchase Limit 
Planned Sales at Cost__ 
REMAINDER OF SEASON: 
On Order. 
Purchase Limit. 
Planned Sales at Cost 

Maximum Stock 

Mini: Stock 

Turn Over (actuai) 






















































































REMARKS 























stocks, for there is a scientific precision in the way 


stocks, sales and “open-to-buys” are planned. The 
merchandise manager or buyer who is foolishly opti- 
mistic about his stock and future sales and who 
possesses sufficient power to sell his exuberances to 
his superiors will exert pressure that will obtain for 
his division or department a larger open-to-buy than 


the facts in the case warrant. Where expected sales 
do not materialize, not being based on probable hap- 
penings, there is a bulging stock and a severe bite in 
the open-to-buy allotment. The mental strain becomes 
terrific and the burden extremely heavy. The buyer is 
then forced to look backward rather than forward, 
to clear out the old stock rather than plan ahead with 
new stock. He fears to make additional purchases 
that will inevitably add to the old stuff, for fear of 
its effect on both customer and sales clerk. By his 
previous over-optimism he has crippled future opera- 
tions. The unsalable stock becomes more unsalable 
as the months roll by and the higher the stock becomes 
the lower the open-to-buy will be. The result is in- 
escapable ; markdowns, demoralizing sales and losses 
in red ink. 

The mechanics of merchandise budgets and planned 
stocks lie in the secret underlying proper merchandis- 
ing and promotion; that is, in having the right mer- 
chandise at the right time and presenting it in the 
right manner. Merchandise plans and planned stocks 
produce reduced inventories and quicker turnover. 


In controlling the budgets buyers are, of necessity, 
required to stop future purchases over and above the 
planned open-to-buy established for his division, or 
give reasons, satisfactory to the controller, for addi- 
tional purchases. 

Lately we hear so much heated discussion about 
expenses and more expenses, and how to reduce them. 
Merchants are now faced with declining dollar sales 
volume while customer transactions are quite gener- 
ally increasing, thus requiring additional handling and 
servicing. With a thorough well-planned and well- 
thought-out expense budget, of which every expense 
item is controlled with precision, the store executives 
can now study very intensively the entire problem of 
expense reduction, beginning with an analysis of the 
organization set-up for the purpose of overhauling 
store procedures, simplifying and standardizing sup- 
plies and methods. Thus every item of expense, no 
matter how large or small, as long as it is controllable 
and not fixed, is placed under the microscope of in- 
vestigation and research and not allowed to slip back 
into its old position until constructive action has been 
determined for its disposition. 


Store executives themselves 
can do much to secure greater economy of operation 
by making for a smooth running organization. No 
one executive should be glorified at the expense of 
other executives, Ruthless cutting of the payroll or 
eliminating services required for adequate servicing 
of customers’ needs will not do the trick. Further- 
more, “worthwhile” executives do not remain sta- 
tionary, for they advance as their value to the com- 
pany increases and as competition for their services 
increases. Minute study and scientific analysis should 
be employed to bring about changes all along the line 
and no department or person held sacrosanct, though 
the greatest care must be exercised to keep the organi- 
zation logical and high-planned without sacrificing the 
genuine interest of the store’s clientele. All this re- 
quires intensive planning and aggressive execution. 
It eliminates the hit-or-miss idea ‘so prevalent in re- 
tailing, generally, particularly with the smaller stores. 
Knowing what to do, we should have the courage 
to do it. 

How forceful planning and budgets affect adver- 
tising cannot be overestimated. Invariably the com- 
mon fault shown is a panicky and vain straining for 
business in dull months—very often a complete waste 
of money. Once the advertising budget is determined 
at the beginning of each season, the proper thing to do 
is to plan the advertising itself by weaving a pattern 
of the store as an institution, its policies on merchan- 
dise, price and service, so as to envision the personal- 
ity, the character that makes of this commercial struc- 

[TURN TO PAGE 55, PLEASE] 
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DRYDEN SOLES 


es 


te Tea 7 


— 


SPORT TRED Tru-GRIP 


Men’s, Women’s, Boys’ and Men’s Sizes Only 
Youths’ Sizes 


Prepare now for a big sport shoe season. The coming year 

promises to be a big one for sport shoes. For your own pro- 

Raites, tection and for your customer’s satisfaction, be sure that the 

Th e SS sport shoes you sell are equipped with Dryden Soles—for— 
“There’s Double Wear in Every Pair.” 


GoL_F DESIeéN ae ei 


Men’s, Women’s, Misses’ and Children’s 
"fe Brown Black Natural 


ge DRYDEN RUBBER COMPANY jam 


CHICAGO 
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a prominent position in all the displays, 
for the simple reason that it is the best 
Christmas item from both a selling and 
profit standpoint. 

The sale of hosiery has mounted to 
its present height because we have 
carefully cultivated this business and 
are continually using improved methods 
to increase it. At the present time we 
certainly do a good volume in men’s 
hosiery. 

There are many ways: of displaying 
and merchandising hosiery—if you are 
to secure the desired results it is neces- 
sary to consider every angle. 

To give you an idea as to the loca- 
tion of this store—we are on Madison 
Avenue in the midst of a number of the 
most exclusive boys’ and men’s outfit- 
ters in New York City. This is also in 
the Grand Central zone, which makes it 
necessary for our display to carry a 
special appeal to transients. Due to our 
exceptionally fine location, our windows 
must be unusual to gain attention. 

After all, a window is merely blank 
space—the results all depend upon 
what the retailer does with it. Once 
you have selected the location for your 
store you can not change the circula- 
tion of your window display; in other 
words, the number of people who pass 
your store. But—you can, by improv- 
ing the appearance of your store front 
and window display, attract the atten- 
tion of more people out of the thou- 
sands who pass daily. 

We are primarily a high-grade men’s 
shoe shop. Therefore, hosiery is our 
secondary consideration. This is strictly 
a shoe store and we must keep that 
fact well in our mind. Therefore, the 
only opportunity we would ordinarily 
have to sell hose would be to a shoe 
customer. There is really a large vol- 
ume of hosiery business to be secured 
from the people who pass your window 
and do not regularly wear your shoes. 
Therefore, we believe, if we would get a 
prospective customer into the store, we 
could increase the sale of our hosiery 
greatly. A little idea, which happened 
more or less by accident, was respon- 
sible for a great increase in our hosiery 
business. 

One day the writer happened to be 
reading a local newspaper which ad- 
vised they would gladly give to anyone 
who would write in, a copy of their new 
football schedule for that particular 
season. First of all, I decided to write 
for one of these and have it enlarged 
for my window display, as I figured 
this would attract attention because at 
that particular time everybody was 
more or less interested in football. Be- 
fore I had a chance to write this letter, 
I figured if they were so willing to give 
these schedules to anyone who would 
write in, perhaps they would supply me 
with a quantity which we would give 
away from this store and by so doing 
entice a number of prospective custom- 





Holiday Urge in Shoe 


[CONTINUED FROM PAGE 32] 


ers into the store. We did not intend 
to make any effort to sell them mer- 
chandise but would give them the foot- 
ball Schedule willingly. But with an at- 
tractive display in the store we might 
be able to induce them to buy hose. 

We were successful in negotiating 
with this particular paper and they 
furnished us with about ten thousand 
copies of these schedules. We then put 
a large sign in the window stating any- 
one was welcome to one of these sched- 
ules through the courtesy of this par- 
ticular paper and the compliments of 
this store. 

Now the idea was to have the cus- 
tomer see the interior of the store and 
what was on display. We did not put 
these schedules by the door, which 
would have been the most convenient 
place for them. Instead, we kept these 
schedules at the end of the store, and 
might mention this is only about 
twenty feet from the door. When a cus- 
tomer came in and asked for a schedule, 
we did not take it to him, but would 
say, “Yes, sir; you are perfectly wel- 
come—just step this way.” We took 
him back to the end of the store and 
gave him one of these schedules. The 
customer could not be offended by this 
and yet had to pass our display of 
hosiery. It was quite surprising that 
quite a number saw a particular pat- 
tern they liked and became hosiery cus- 
tomers. 

Hosiery, in this shop, occupies the 
only and most important display cases. 
So that you may see exactly how this 
display is located—our store is about 
forty feet front and is only about 
twenty feet deep, the chairs are ar- 
ranged facing the street, the hosiery 
cases are in back of our windows. 
Therefore, they face the customer when 
he is buying a pair of shoes. In addi- 
tion to this there is a partition just in 
back of the chairs, which runs to the 
ceiling, and large mirrors are built 
into it. Anyone passing the door can 
look into the store and see the reflec- 
tion of these cases. In other words, 
our hosiery display can be seen from 
the street; it is right in front of a 
customer when he is purchasing a pair 
of shoes, and if he turns around he 
will also see the reflection. 

Our hosiery stock is kept quite dif- 
ferently from that in most stores. In 
the first place, we do not keep any- 
thing in boxes. We keep a large sec- 
tion devoted to one size—this has been 
a real impetus to sales. We can show 
the customer our display and say “All 
of the hosiery in this section is your 
size,” and there are so many styles and 
patterns that he is grateful for the 
selection. We are always fully sup- 
plied with a complete range of sizes; 
also we make sure to have the various 
types of hosiery necessary. We are 
anxious to be a bit ahead of other 
stores, so we stock up on merchandise 
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Windows 


in advance of the coming season. In 
the Fall we begin to display Fall mer- 
chandise more than three weeks in ad- 
vance of most other stores. 

Any retailer who keeps hosiery in 
such a manner as to confuse the sizes 
is always sure to have a number of 
complaints. We keep our hose in size 
sections regardless of colors or style. 
Customers never have to return hose 
on account of the wrong size, with 
every evidence of having been worn or 
tried on. We feel sure there is no mis- 
take made in the sale of hosiery to our 
customers. Our stock ranges in sizes 
from ten to twelve. Especially during 
the wool hose season our stock of size 
twelve will be much larger than size 
ten. People seem to have become edu- 
cated in taking wool hose larger, as 
there is no question but that it will 
shrink. Men who would ordinarily 
wear size ten would take ten.and one- 
half in wool hose. Therefore, our line 
is weak on tens and strong on twelves. 

The sale of golf hose seems to have 
been seriously affected, as a great many 
golfers have turned to long pants or 
slacks, instead of the once popular 
knickers. This is: bound to cause a 
change in the golf hose business. Even 
during the Summer, we find a great de- 
mand ‘for light-weight wool half hose 
in pastel shades to be worn with golf 
shoes and long trousers. There is also 
another line of hose that is fast be- 
coming very popular, which is known 
as “golf shorts.” 

This one section idea, for each size, 
is also carried out in our golf hose. 
These hose are kept in a cabinet di- 
rectly beneath the case displaying our 
half hose. In this manner our sales- 
men are able to show a customer each 
type of hosiery with a minimum ex- 
penditure of time and energy. In this 
way a man is able to make an advan- 
tageous choice. ee 

We do not quote a price on a single 
pair of hose—it.is always on three or 
six pair. In that way we take the cus- 
tomer’s mind away from the idea of 
buying a single pair, and it is seldom 
that we sell one pair only. A man al- 
most invariably buys a box of three or 
six pairs; either he asks for that num- 
ber or he succumbs to our suggestion. 
Our popular prices on half hose are 
$1.00 a pair, but when a customer asks 
how much this hose costs, we advise 
him of the price but we say $6.00 a 
half dozen or $12.00 a dozen. This 
doesn’t give him much time to think 
about one pair. Of course, we carry 
higher priced hose and quote our prices 
accordingly, but we find our volume at 
this time on the $1.00 half hose. The 
golf shorts we spoke of sell at $1.50 a 
pair—the most popular ones being 
made of angora wool. Our golf hose 
range in price from $1.95 to $5.00—the 
volume of this business seems to be 
around $3.50. 
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CHARACTER 

: Is 

ALL AROUND 
QUALITY 


* 


Having Brockton made character, 
Corcor shoes always look the part. 
And there is more than looks to this 
line of five dollar retailers! Every 
hidden detail is just as carefully 
considered as outward appearance. 


Fred. take a ; 
look inside this 


There’s quality 
workmanship 
and materials to please 
the most 
particular merechant— 
or customer _ 


That is why we ask you to examine 
the linings. They give evidence of 
fine materials and fine workman- 


ship throughout the shoe. 


* 


THE SHOE ILLUSTRATED IS 


No. 203 


in Black Calf. This shoe has ‘“custom- 
made” appearance in every detail and 
fits like a glove. Widths A to E— 
Sizes 5 to 12. 


No. 204 is the same shoe in Brown 
Calf. 


* 


ALL CORCOR SHOES 
$3.25 
LESS 5% 30 DAYS 


WEBSTER 
does not define 
CORKER 


So well gtve you 
our own definition 





+ 
(RON a. Gian any act 
person, or thing which 
is 100° right or 
outstandinaly 
Pxoyere) 


ORS ti rem LOUKELO ANN) 
__ SHOE COMPANY _ 
BROCKTON, MASSe 
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Don’t Be “Caught Short?°’ 


at the Peak of the Hi-Cut Season 


Endicott Johnson Hi-Cuts are Ready for 
IMMEDIATE DELIVERY! 


Be prepared to “Cash In” on Hi-cuts 
this winter. Here are truly “ Better 
Shoes for Less Money”. Order these 
cold-defying — snow-battling Hi-cuts 
to-day. You will find them profitable 


numbers. 





581—Boye’ Black Elk 10-Inch, Knife Pocket, 
(No Knife), Moccasin Tip, Leather Middle- 
sole, Paracord Outsole, Caulk Welt. 


Sizes 1 to 6. Price $1.75 
5814, —Little Men’s, 8-Inch, Sizes 9 to 1314. 
Price $1.50 





68 — Black Retan 16-Inch, Plain Toe, 
Leather Middlesole, Paracord Out- 
sole, All Leather, Sizes 6 to 12. 


Price $2.60 





78 — Black Elk 16-Inch, Plain Toe, 
Caulk Welt, Leather Middlesole, 
Paracord Outsole, All Leather, 
Sizes 6 to 12. Price $2.85 





584— Boys’ Black Elk 12-Inch, Moccasin Tip, 
Knife Pocket, (No Knife), Leather Middle- 
sole, No-Mark Outsole, Caulk Welt. 
Sizes 1 to 6. Price $2.05 

584y, —Gents’, Sizes 9 to 1314. Price $1.85 


ENDICOTT JOHNSON 


BETTER SHOES FOR LESS MONEY 
NEW YORK, N. Y. ENDICOTT, N. Y. ST. LOUIS, MO. 


District Repr tati ° Sample Rooms in ali Principal Cities 
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>» HOW’S BUSINESS? 4 





Spurt in Retail Buying Noted 


ROCHESTER, N. Y.—Factories were 
running at lower than 30 per cent 
capacity in Rochester and western New 
York last week, but a spurt in retail 
buying added a hopeful note. 

Salesmen of the E. P. Reed Com- 
pany, in Rochester for a staff meeting 
before going out with new lines, ex- 
pressed confidence for an _ upturn, 
although pointing out that the prevail- 
ing warm weather in the East has re- 
duced business. Lester Reed, secre- 
tary of the company, back on the job 
after several weeks’ illness, was op- 
timistic in the face of sluggish trade. 

George Wilkins, assistant general 
manager of the United Shoe Machinery 
Company here, returned from a trip 
around the territory last week to report 
that many factories were shut down, 
while others were running about 29 
per cent. None looks for a spurt before 
another 30 days, he said. 


Hide Prices Down 


NEw YorK—Hicde future prices on the 
New York Hide Exchange resumed a 
downward trend and showed losses of 
from 10 to 50 points during the week 
ended Nov. 27, with the weakness 
most pronounced in the distant months. 
The decline in hide futures was attrib- 
uted to the weakness in the securities 
market along with the downward trend 
in the Argentine hide market and the 
practically stagnant condition of the 
domestic spot market which has 
brought about an accumulation of 
stocks in the hands of producers. 

While sales of small packer hides 
have been made at slightly easier prices, 
the large packers and tanners are still 
deadlocked and no movements: of big 
packer hides have been reported in 
some time. 








> THE PURPOSE OF BUSINESS IS PROFIT 4 
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Brown Shoe Profits $1,585,179 


St. Louis— The statement of the 
Brown Shoe Company at the close of 
its fiscal year, Oct. 31, 1931, showed 
net sales of finished products to cus- 
tomers of $26,691,536.60, upon which 
was shown a profit of $1,585,179.48, ex- 
clusive of income taxes. The consoli- 
dated surplus account of Oct. 31, 1931, 
was $8,631,542.09, an increase over the 
same account in 1930 of $297,886.98. 

The ratio of quick assets against cur- 
rent liabilities was 11.1 with earnings 
on the common stock $4.36 in 1931 
against $4.22 in 1930. 

There were no notes payable or bank 
loans of any character. The cash ac- 
counts showed $1,148,798.76. Customers 
accounts receivable, after providing for 
doubtful accounts, was $6,325,306.20. 
Inventories at the lower cost or market 
prices were listed as $3,159,268.40. 

Dividends paid common stock holders 
on the 252,000 outstanding shares were 
$756,000; $255,141.25 was paid to the 








SHOP TALK 
By 
H. F. B. 


Miners and doughnut makers 
Long ago found out that 
There’s money in holes. 


The shoe men and the 
Hosiery men are just 
Awakening to this fact. 


Openwork sandals, mesh shoes 
And lace stockings, are 
Simply holes surrounded by 
Bits of leather, cloth or 
Thread, but the women like 
*Em and pay real money for 
Them, despite depression. 


All of which proves something 
Or other, we’re not sure what. 
But our guess is that people 
Want what they want 

When they want it and 

The smart merchant 

Gives it to ’em. 














preferred stockholders, which included 
the dividend payable Nov. 2, 1931. 

Under accounts payable for pur- 
chases, expenses, etc., $667,329.97 was 
listed. 

Trade names, good-will, lasts, were 
all written down to $1.00. The book 
value of the preferred stock was listed 
at $441.38 and the common stock at 
$47.87. 





Jarman Sales Record 


NASHVILLE, TENN.—Net sales of the 
Jarman Shoe Company, for the busi- 
ness year ending Oct. 31, 1931, totaled 
$5,662,890.98, compared with $5,018,- 
690.20, according to the annual report 
just issued. 

Sales during the past year, accord- 
ing to a statement by J. F. Jarman, 
president, accompanying the report, 
were the largest in the firm’s history, 
and place the company “in the position 
of the largest exclusive manufacturer 
of men’s shoes in the world.” 





Resume Operations 


CHILLICOTHE, OHIO—The United 
States Shoe Corporation, the merger of 
the former United States Shoe Co. and 
the Stern-Auer Co., announced that the 
cutting department of the Chillicothe 
plant of the Stern-Auer division of the 
merger was placed in operation Nov. 
30, following a short shutdown due to 
seasonal style changes. 





Selby Prospects Bright 


PoRTSMOUTH, OHI0O—The Selby Shoe 
Company announces that there is a 
marked increase in orders since the 
traveling salesmen have left for their 
territories, carrying the new line of 
spring footwear. The directors of the 
company, following its recent monthly 
meeting, issued a very optimistic state- 
ment showing that advance orders are 
above expectations. Additional em- 
ployees are being recalled. 





——_—_ 
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Concntinated Lasts and Patterns is a system of automatic, 
scientific unification of all sizes of lasts and patterns in which 





each size is a perfect model, accurately reproducing the char- 

acter, appearance, lines, and contour of the original last. All 

sizes, therefore, from 2 to 8 actually become sample sizes, for 

they faithfully retain the true proportions given the 4-B size 
by the shoe and last designers. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
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Business Sentiment Improves 
in Chicago 


CHICAGO—Most of the shoe mer- 
chants interviewed during the past two 
weeks were of the opinion that a slight 
uptrend in retail conditions was ap- 
parent. While they all deplored the 
prevalent unseasonable weather which 
Chicago has been experiencing, they 
felt that the advent of cold, wet 
weather would result in a good volume 
of shoe business. Noticeable among 
the encouraging signs reported were: 
Marked decrease in the amount of price 
discussions on the part of the customer, 
a tendency on the part of customers in 
the higher class stores to buy more 
than one pair, the return to higher 
priced merchandise by customers who 
had temporarily turned to cheaper 
shoes and the prospect of a prolonged 
cold and wet spell. 

The approaching Christmas trade 
buoyed the hope of Chicago retailers. 
Approximately $18,000,000 in Christ- 
mas saving club checks are being 
mailed out, according to information 
received from the banks. The total for 
Illinois in Christmas club checks will 
reach $48,000.000—and the shoe mer- 
chants hav etheir eyes trained on a 
good share of this sum. 

Milton D. Marnitz, manager of the 
shoe department of the Lane Bryant 
store in Chicago, reports that among 
the women who come into their store, 
ties are the most popular, with straps 
second and pumps third. He indicated 
that this ranking might be governed by 
the fact that approximately 50 per cent 
of the shoes sold by them might be 
termed comfort shoes, with the rest 
falling under the style shoe classifica- 
tion. He also pointed out. that the 
highest heel in the store was a 17/8 
heel with the 16/8 heel far more nu- 
merous and popular. Black kid, black 
suede, brown kid, brown suede and com- 





binations of brown suede and brown kid 


.are selling in the order named. Mr. 


Marnitz feels that his business is, on 
the whole, fairly good, with every 
promise of getting better. One indica- 
tion of an improvement is the fact that 
evening slippers are more in demand 
now than ever before. 
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Old Times at Boston Club 


Boston—“Old Times” are to be re- 
called at the coming forty-fourth an- 
nual Ladies’ Night of the Boston Boot 
and Shoe Club, to be held at Hotel Stat- 
ler, Wednesday, Dec. 9, with a program 
that is expected to eclipse in interest 
any of recent years. 

Mayor James M. Curley of Boston, 
and his daughter, Miss Mary Curley, 
have been invited as the club’s guests 
of honor for this occasion, and the 
Mayor will be the only speaker. 

The entertainment will be given by 
the J. K. Murray Concert Company, 
which is made up of J. K. Murray and 
Clara Lane Murray and their two 
daughters, the Misses Mari Lane Mur- 
ray and Maude Murray. These tal- 
ented and popular artists will revive 
some of the current songs of the vari- 
ous periods covered by the history of 
the club, and also some of the ladies’ 
costumes. 

There will be an informal reception 
on the mezzanine floor of Hotel Statler 
at 6 o’clock, and the dinner will take 
place in the Georgian Room at 6:30. 
The concluding part of the evening’s 
program will be an hour or two of 
dancing with music by the Boston Phil- 
harmonic Orchestra, A. H. Handley, 
manager. 

This year, as an innovation, Presi- 
dent Maxwell P. Gaddis has appointed 
an Auxiliary Committee of Ladies, 





headed by Mrs. Gaddis, who have 
helped with the arrangement of the 
program and will also serve as a Re- 
ception Committee. 

The other members of the committee 
are: Mrs. Horace R. Drinkwater, Mrs. 
Charles T. Cahill, Mrs. Carl F. Danner, 
Mrs. Fred J. Moynihan, Miss Helen M. 
Haney and Miss V. K. Cameron. 

William L. Terhune, an honorary 
member of the club, and one of its 
founders, will enact the role of town- 
crier in colonial costume. 





Wanamaker’s Back Cemented Shoes 


New YorK— Wanamaker’s during 
the last week have run several adver- 
tisements exploiting cemented sole 
shoes and contemplate continuing the 
exploitation in a large way. Thus, this 
well-known and important retail house 
becomes one of the first publicly to set 
its stamp of approval upon shoes made 
by the cemented process. 

The advertisement was headed “The 
greatest step in 130 years! Fine, flex- 
ible shoes without a stitch in their 
soles : 

“The soles are joined to the uppers by 
an improved shoe cement (not paste), 
flexible and permanently adhesive.” 
The ad makes no comparison between 
the cemented process and any other. 
The statement that the process is the 
greatest step in 130 years is based on 
the fact that turned shoes were found 
in ancient Egyptian tombs, and that 
the welt process was founded about 130 
years ago. 


Miles Takes Long Lease 


NewakkK, N. J.—The Miles Shoe Co., 
of New York, has leased for sixty-three 
years the corner of Market and Wash- 
ington streets, from the E. A. Kirch 
Co. The company now occupies the ad- 
joining property at 99 Market Street. 
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56 Different Sizes 
AAA to C Young Women’s 
Be Prepared—Sales are often lost for 
lack of a size, not of a style. All orders 
filled promptly. 





Sport and School 
Oxford 
Style 452 


Brown Elk Base. 

Brown Baby _ Alligator 
Trim 

Oak Sole. 


91,/8 Leather Heel with 
Rubber Top 


80 Last, Medium Round 
Toe. 


314/8 AAA 





ROOM 831 





See Our Display at N.S.R.A. Convention 
Chicago, January 4-5-6 
PALMER HOUSE 


3/8 AA-A 
214/8 B-C $2.85 


Send for Our Complete 
Stock Catalog 








The only exclusive Good- 
year Welt organization in’ 
the St. Louis district. 
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Our terms are 5/10 days, net 30 
days. West of the Rockies and 
East of the Alleghany Moun- 
tains 5/20 days, net 40 days. 
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WHERE TO BUY 
Men’s Shoes 
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EAST WEYMOUTH,MASS.U 





IN-STOCK 
MEN’S GOODYEAR WELTS 


Durable composition soles 


Blk. Side 
Blucher 
STOCK NO. 
2962 


Other 
" Styles In-Stock 
12 pair cases—Sizes 6% to 8%—6/9—6/10 
Price $1.60, 5%—30 days. 


DEVOLDER BROS. 4 6ston"” 


BOSTON 


They Want to Know Where to Buy 











RECORDER subscribers daily ask us where 
to buy shoes and many other items con- 
nected with the operation of their stores. 
Following are some of the inquiries received 
this week. 

Parties interested in supplying these wants 
should address The Inquiry Dept., BOOT & 
SHOE RECORDER, 239 West 39th St., New 
York, N. Y. 

In no case will the name and address of 
the merchant writing to us be given out. 


» ABOUT PEOPLE ¢q 





“A MAN’S DECISION” 


THE 


Boston—183 Essex Street 
N. Y.—915-917 Marbridge Bldg. 


ar 
pe 
FOR MEN 
Repeal (P) 
eomememe BROCKTON cence 


NETTLETON 


Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 


























Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 








Richards & Brennan ( ‘o., Randolph, Mass. 














Jesse L. Patton Honored 


SCHENECTADY, N. Y.—A testimonial 
dinner to Jesse L. Patton of this city, 
president of the New York State Re- 
tailers’ Association, was given Thurs- 
day night at the Pine Point Inn at a 
joint meeting of the Capital District 
Shoe Retailers’ Association and the 
Schenectady Shoe Retailers’ Associa- 
tion. 

Louis Hoffman of Albany, president 
of the Capital District Association, pre- 
sided as toastmaster and called on sev- 
eral of the members for short talks. 
Mr. Patton made a fine response, speak- 
ing of the value of trade associations 
and the part they play in the market- 
ing of shoes. 

Among those present from Albany 
were: Ira Levinson, of Swartz & Levin- 
son; J. E. Golden, Golden’s Bootery; 
A. Schneider, Steffel Brothers; William 
Norwood, Flemma & Norwood; William 
R. Burgess, Burgess Juvenile Shop; 
A. H. Hall, John G. Myers; J. H. Sulli- 
van, Whitneys; John Emery, Emery’s 
Boot Shop; E. A. Beaumont and J. A. 
Beaumont, Stetson Boot Shop; H. J. 
Gaffney, John G. Myers; T. Arthur 
Cohn, Cohn’s Boot Shop; John Mac- 
Donald, Ground Gripper Boot Shop; 
Mrs. J. H. Carroll, Cohoes. 

The Schenectady association was 
represented by the following members: 
W. B. Ridgeway and Robert R. Smart, 
of Thom McAn; L. R. Manheims, Behr’s 
Shoe Store; D. J. Horan, Endicott- 
Johnson; Peter lLewandoski, Pete’s 
Boot Shop; Mason W. Hall, Patton & 
Hall; George Dwinnell, Carl Company; 
T. Hill, Beck-Hazzard; J. J. Sullivan 
and J. H. Millham, of H. S. Barney 
Company; John Meara, Meara’s. 
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The RECORDER however will forward all 
letters and catalogs promptly to the in- 
quirers. Please refer to code identifying 
number 


N 519. High grade children’s line in narrow 

widths, also good low priced chil- 

dren’s line, by store who is adding a 

complete new kiddies department. 

. Women’s popular priced house slip- 
pers. 

. Women’s silver slippers from stock 
to retail at $5.00 and $6.00. 

. Men’s work shoes and men’s dress 
shoes costing $2.00. 

. Ladies’ shoe trees. 

. Shoe cabinets. (3). 

. Men’s bootees. 

. Women’s white satin slippers, high 
heel, from stock. To cost around 
$3.35 a pair. 

. Course in window trimming. 

. Women’s novelty footwear costing 
from $1.65 to $2.85. 








O. J. Benton Recovering 


AusTIN, MINN.—Although he was in- 
volved in a serious automobile accident 
about a month ago in which a vertebra 
was fractured, O. J. Benton, one of the 
leading retail shoe men of the State 
and former president of the State 
Association, is expected to recover so 
rapidly that he should be about again 
in about fourteen months. 

Mr. Benton was a passenger in an 
automobile which turned’ over and 
threw him.-out.--His- friends generally 
were not aware of the accident until 
lately. 


Billings with Jewett Pattern Co. 


BROCKTON, Mass.—M. C. Billings, 
well-known designer and for more than 
twenty years a member of the Earle 
Pattern Company’s designing staff, has 
resigned to become associated with the 
Jewett Pattern Company, Brockton. 
Mr. Billings is regarded as one of the 
outstanding designers in ‘his particular 
field. 


New Manager for Frank Bros. 


NEw Haven, Conn.—Charles Ayman 
has been named manager of the New 
Haven store of Frank Bros., retail shoe 
dealers, 990 Chapel Street. He suc- 
ceeds J. J. Adrian, who recently re- 
signed. 


Blum to Make Cemented Sole Shoes 


DANSVILLE, N. Y.—Following the ex- 
ample of a number of Rochester and 
Southern Tier factories, the Blum Shoe 
Manufacturing Company has begun the 
manufacture of cement sole shoes. 
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- BOSTON 
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WHERE TO BUY 
Men’s Shoes 
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ln Stock Service 
F, M. HOYT SHOE CORP. 


te Manchester, NH. 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 
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HORCO SLIPPERS are made better— 
and sell better—than any other slippers 
on the market in the popular price 


class. Semples on Request. 


VINCENT HORWITZ CO., Inc. 
64-76 W New York City 











Men’s Hand Turned Slippers 
ROMEOS EVERITS OPERAS 
ALL LEATHERS $2.00 TO $2.50 
GOLDEN BROWN KID — IN STOCK 


ROTH SHOE COMPANY 
MANUFACTURERS 
50 N. FOURTH 8T. PHILADELPHIA 








Ceeeeeegy Cpeceeeegy 
Turns only— 


$2.00 to 
$3.25. 
















© B. EVANS’ SON CO., Wakefield, Mass. © 
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W. S. CHASE & SONS, INC., 
SIAVERHILL, MASS. 
Men’s Full a Lined 
Handturned Slippers 


Priced from $1.85 
Kid Pullman Slippers, 
colors and Black with 
Snap Pocket $1.50 
Zipper Pocket $1.70 











New Air-O-Pedic Line for Men 


BrockKTON—A new line of men’s 
shoes is now being made by the Air-O- 
Pedic Shoe Co., of Brockton, in addi- 
tion to the women’s Air-O-Pedics with 
which this company has been identified 
heretofore. The men’s line, to retail 
at $7, has features which the women’s 
line already has made familiar, includ- 
ing special last measurements, patented 
cushion heel seat, metatarsal arch sup- 
port, etc. A feature of note is the ex- 
treme flexibility of the shoe, of which 
more than twenty styles, both conserva- 
tive and dressy, will be carried in 
stock. 

The Air-O-Pedic women’s line, for- 
merly made exclusively by the Good- 
year welt process, is now also being 
made by the Silhouwelt and cement 
processes, producing lighter and even 
more flexible types. 

Both the men’s and women‘s lines 
are being produced and merchandised 
under the direction of Paul C. Wolfer, 
patentor of the original Air-O-Pedic 
features. 





K. C. Retailers Meet 


KANSAS City, Mo.—The Kansas City 
Shoe Retailers Association held a meet- 
ing, Nov. 17, following a dinner at the 
Ambassador Hotel. A short program 
of entertainment preceded an address 
on “The Principles of Retail Merchan- 
dising” by Merle Smith, of the J. C. 
Nichols organization. Mr. Smith is an 
authority on advertising as related to 
retail business in addition to being an 
interesting and forceful speaker. He 
spoke about an hour and a half and 
held his audience of thirty-six spell- 
bound. Many of the ideas that he pre- 
sented will be put to practical use by 
the shoe retailers who heard his talk. 





New Newark Store 


NEwARK, N. J.—David Krueger, of 
Newark, and Jack S. Mackta, of New 
York, have leased the store at 193 Hal- 
sey Street, where they have procured 
the first and second floors and will op- 
erate as the Audrey Shoe Store. 
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Sport Shoes Strong at Yale 


NEw HaAven, CoNN.—Merchants’ 
stocks of lightweight shoes in this city 
have been virtually exhausted by the 
extremely mild and dry fall season, 
with consequent delay in the demand 
for winter types. Both men’s and 
women’s divisions have been affected 
by the weather, most buyers selecting 
footwear which is normally purchased 
in Spring or Summer. 

Shoe merchants are inclined to show 
pleasure at the development, as their 
surplus stocks, which normally would 
have to be cleared at a sharp mark- 
down, are being taken off the shelves 
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rapidly. 
the weather, which was expected mo- 
mentarily at the time dealers were in- 
terviewed, would end the “run” on light 
shoes and bring about a demand for 
the heavier leathers, stocked for sev- 
eral months but not sought by pur- 
chasers while the thermometer ran 
spring temperatures. 

Yale students, who form an impor- 
tant part of New Haven’s buying pub- 
lic, still cling to sport shoes in a wide 
variety of styles. Comfort and eco- 
nomy, rather than style, seem to dictate 
this choice by the “gownies.” At any 
rate, several dealers reported, the un- 
dergraduates have shown an_ even 


greater preference for sportswear than . 


in 19380. 

Among those students and business 
men who affect better dress, there has 
been a slight trend toward light cord- 
ovans for the end of the year, accord- 
ing to Sidney Stokes, proprietor of the 
Walk-Over Shoe Shop, 930 Chapel 
Street. Very little heavy leather has 
been purchased, he said. 

There is a definite trend toward the 
narrower toe, Mr. Stokes reported, and 
he expects that this will become even 
more pronounced by spring. The 
Walk-Over merchant found that suedes, 
both plain and trimmed, were still the 
major choice of women ‘shoppers, with 
a change in the weather needed to give 
impetus to sales of the heavier skins 
and calf. 

Henry Pabst, manager of the men’s 
shoe department of J. Johnson & Son, 
85-89 Church Street, echoed Mr. Stokes’ 
remarks about the weather upsetting 
the customary routine of demand. He 
said that the season opened in the regu- 
lar way Sept. 1 with Scotch grains 
accounting for about 40 per cent of the 
sales volume, browns predominating. 
Then the continued warm weather 
switched the trend to black calfskin, 
with a small percentage in tan caif. 

Mr. Pabst reported a very definite 
trend toward and ready acceptance of 
the narrower and more modified toe, 
which was particularly noticeable in 
the heavier materials. 

Charles Ayman, manager of the 
Frank Bros. store, 990 Chapel Street, 
found that demand for men’s shoes 
centered upon the darker shades with 
narrower toe. Suedes in two colors 
predominated in the women’s trade. 
Students, he reported, cannot seem to 
be torn away from sport shoes. 

The college man bears the reputation 
of “dressing up” only for the big 
games and week-ends in New York. 
Those seen at the Bowl at this season’s 
games showed a decided preference for 
suits of heavy tweed and business suits 
in a variety of shades, mostly plain. 
Polo coats are popular for outer wear, 
with snap-brim hats in light felt. The 
derby, famed for its ability to protect 
the wearer from falling bricks, has not 
yet made its appearance to any great 
extent. 
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made a road map 


"Tas guest was leaving early in the 
morning for the South. And he 
didn’t know the road. During the even- 
ing, the manager himself made a road 
map for the guest. Did the guest appre- 
ciate it? He wrote back and said he 
never made a wrong turn. 


Perhaps we're wrong in talking about 
such little things, when we have such 
big things to offer. Bigger rooms, at 
lower prices... Roomy closets... Pop- 
ular cafeteria or coffee shop. . . Central 
location . . . Even specially selected 
meats for all dining rooms. But some- 
how, it’s the little extra things that 
bring our guests back. You'll be back, 
too, once you know us. 


Extra service at these 25 


UNITED HOTELS 


NEW YORK CITY’S on/y United... .The Roosevelt 





PHILADELPHIA, PA......- The Benjamin Franklin 
GEATTIS, WASH. 6556505 cccccecces The Olympic 
WORCESTER, MASS............000+ The Bancroft 
, It Se eer orc The Robert Treat 
PATERSON, N. J......- The Alexander Hamilton 
PRRNTON, Ne Jiccc cc cccccccves The Stacy-Trent 
HARRISBURG, PA. .....-+-+-++ The Penn-Harris 
FS A ee The Ten Eyck 
GUMABUAE BMi on cc ocks ccceves The Onondaga 
ROCHESTER, N.Y. .....----seeeeeee The Seneca 
NIAGARA FALLS, N.Y. .----+-----0- The Niagara 
BE Bar ori sccccscecesousscee The Lawrence 
AKRON, OHIO ..- The Portage 
po Sree rrr The Durant 
KANSAS CITY, MO. .......-..-08- The President 
TUCSON, ARID 6. 5.6.0 o.ccecneces El Conquistador 
SAN FRANCISCO, CAL. ....-...-- The St. Francis 
SHREVEPORT, LA. ....- The Washington-Youree 
NEW ORLEANS, LA. .... 66-55-00 The Roosevelt 
NEW ORLEANS, LA. ............-% The Bienville 
TORONTO, ONT.........-.-- The King Edward 
NIAGARA FALLS, ONT, ......--.---+ The Clifton 
WINDSOR, ONT. ..........- The Prince Edward 


KINGSTON, JAMAICA, B.W.1.. The Constant Spring 


—«ip>— 


When a hotel manager 
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S PATS—the ideal gift item. BOND STREET Spats— 
best known, fastest moving, ‘most profitable line of 
spats made today. There’s a combination no merchant 
can afford to overlook—or will—if he’s on the lookout 
for easy holiday profits. 

BOND STREETS are faultlessly tailored from the authori- 
tative patterns of English stylists—smart, snug-fitting, 
comfortable—and backed by strong national publicity. 
For these reasons BOND STREETS have become far and 
away the most asked-for spats in America. 

Here’s quality that makes friends—demand that makes 
money for the merchant who sells them. And there's 
still ample time to stock this fine anklewear for a full 
measure of holiday and post-holiday business. Order now. 
We're stocked for immediate delivery. 


THE WILLIAMS MANUFACTURING CO. 
PORTSMOUTH, OHIO 


BOND STREET 
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Children’s Footwear 
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Children’s Fine » Goodyear Welt Shoes 


THE GILBERT. ons0e co. 
THIENSVILLE, 
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CHILDRENS 


FOOTWEAR 
IN STOCK 
Builds repeat business } 
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[EH BASS © CO. 1 Mein St. WILTON, MAINE 











PATENTED 


SHOES 


Finest Quality Children’s Shoes 
Manufactured continuously since 1892 
by 


SHAFT-PIERCE SHOE CO. 
FARIBAULT, MINN. 














MRS. <enaies IDEAL BABY 
SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles— infancy to 
four years! 


Danvers, Mass. 
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Vamp Easers 
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Vamp Exzers are curved strips of soft felt with 
serrated edges, gummed, ready to attach in- 


from Ansaid, 


stantly. Relieve pr of 
vamp at edge. 2 Dozen pairs, in individual 
attractive packages, on one display card, $1.60. 


Address The Pats Co., Danbury, Conn. 

















DEATH OF A. C. McGOWIN 








A. C. McGOWIN 


A. C. MeGowin, who played an im- 
portant part in the development of our 
industry at retail, died in Philadelphia 
on Tuesday, Dec. 1, at 9:30 p. m. 

He was in his eighty-fourth year. 
Born in Pittsburgh; and entered the 
shoe industry at an early age. He con- 
tributed more to retailing through his 
leadership than any other man in that 
period of fifty years of active business 
life. He was one of the first to develop 
rights and lefts in shoes and to en- 
courage sizes, and gradings in width. 
His marked leadership in the early 
days of retailing machine-made foot- 
wear brought him in touch with John 
Wanamaker and he joined Wanamak- 
er’s, Philadelphia, in 1889 and held 
management of Wanamaker’s shoe de- 
partments until February, 1921. 

These were also his great years of 
associational activity. He had much to 
do with the contracts for army shoes 
worn in the Spanish-American War. 
In 1910, he—with a small group of shoe 
men—organized the National Shoe Re- 
tailers Association. He was its pres- 
ident until 1921. During the World 
War he served on the Shoe and Leather 
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Council in cooperation with the War 
Industries Board and was at times very 
aggressive in his opposition to the 
Baruch Plan of trade price classifica- 
tion. 

No man in all these years of retail 
development was more outspoken for 
progress. He governed all of his acts 
and opinions from a strict sense of jus- 
tice. As a consequence, he made warm 
friends and very bitter enemies. He 
was perhaps the outstanding individual 
at retail in that period of years. 

The last trade gathering attended by 
him was to celebrate his 80th birthday 
at the Union League Club. Among the 
guests were many prominent shoe and 
leather men, and the feature of the 
evening was the reading of “an ode to 
A. C. McGowin” by John C. McKeon 
(since deceased). 

A. C. MeGowin was a widower and is 
survived by one brother, J. Wade Mc- 
Gowin, of the Wanamaker’s store in 
New York, and by a son and a daugh- 
ter. 

His death at his residence, the Penn- 
sylvania Hotel, was followed by funeral 
at Oliver Bair Funeral Home, on 





Thursday, and interment at Pittsburgh. 
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Looking for a Real Selling Idea? 


And what an idea! No more uncertainty of 
shoe fitting for children. No more danger of 
cramping their growing feet. Cinderella Foot 
Fitting Forms do away with all shoe fitting haz- 
ards and guesswork. This novel method of fit- 
ting children’s shoes will build business for you 
as it is now doing for scores of other shoe 
dealers. 

Put Cinderella Foot Fitting Forms in your 
window, on your display cases. Advertise them. 
Mothers immediately recognize the advantages 
of this sure method of determining perfect fit. 
Kiddies are crazy about it. Write for free 
booklet, “Are You Sure This Shoe Fits Her 
Foot?” It tells all about this new method of 
building business. 


Jairy Cinderella 


FOOT FITTING FORMS 
Shoe Form Co., Inc., Auburn, N. Y. 


Licensed Manufacturing Branches 





The transparent Cinderella Foot Fitting Form shows United Last Co., Ltd., Montreal, Que. 
the exact position of the child’s foot in a shoe of the Northampton Paris Beantitlast Mathousre 
same size. England France Germany Australia 




























ee a English Patterns 
> and Tree Legs 
; Characterize 
“4 World’s , 
a- Tallest Hotel O D | 
* 46 Stories High onne 
. Aristocrats 
eh A complete stock line of dress 
le boots for immediate at once 
al Service. 
ny LEONARD HICKS Write 
Ly Managing Director For our new Aristocrat folder 
: t showing latest boot styles 
he 
to The extra attention given to the needs of guests Let us send you a 
on will favorably impress you. Nearest to stores, sample pair of these 
offices, theatres and railroad stations. Each ning ip 
: guest room is outside with bath, circulating ice new boots tor your 
7 water, bed-head reading lamp and Servidor. approval. 
nfl Housekeeper on each floor. Garage facilities. be vie 
“4 2500 ROOMS $3.00 UP Manufactured by 
, 
; | MORRISON HOTEL | 2Derrel! Shoe Company 
al ° 
12 Sibley St. St. Paul, Minn. 
i Madison and Clark Streets CHICAGO 7 y , 
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WHERE TO BU 


Dancing Sandals 


ilies 











esr 


* KENDALL’S 


For Aesthetic 
Dancing 


IN. STOCK 

BLACK WHITE 
. PAUN 

BLUE_" GREEN 
RED 


GRECIAN 
DANCING 86 
SANDAL 

leoeemenial E 












Price $.75 


WHOLE 
SIZES 
ONLY 


Sizes 6 childs’ 
to 10 women’s 


Send for Citroular 
” DEPT. Cc. 











* KENDALL SHOE COMPANY, 


HAVERHILL, MASS. 


* 








WHERE TO BUY 
Ballet Slippers 








HARD TOE DANCING SLIPPERS 
IN STOCK 


Pink, White, 
Black Satin, $2 se 
Black Kid PAIR 
Sizes: 5 Childs to 8 Ladies 
Widths B te E 
Send for Catalog and 

Agency Propesition 

EN & SALLY THEATRICAL FOOTWEAR, Inc. 











244 West 42nd St., New York, N. Y. 











x BLACK KID 
RIGHT AND 
LEFT 
BALLET & 
RHYTHM 
SANDALS 
ee 








IN 
,8TOCK 





Send fer catalogue and prices. 
W.M.KILLORAN = %* |, Lynnfield, 








In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 
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WHERE TO BUY 
Dancing Shoes and Taps 















With Taps 
TAP SHOES Attaches 
IN-STOCK 
No. 9779—Black Kid 
$1.45 
No. 9785—Patent 
Leather 
$2.20 
SROOKS SHOE MFG. CO. 
Swanson & Ritner Sts. 
Philadelphia 

















HEADS WHOLESALE FIRM 





Morris Augenblick 


Dr. Morris Shoe Co. Moves 


New YorK—The moving of the Dr. 
Morris Shoe Company into the five- 
story building at 143 Duane Street on 
Dec. 2, marks a new milestone in 
the rapid growth of this shoe wholesale 
concern which was founded in a small 
way eleven years ago by Morris Au- 
genblick, who still heads the company. 

Forced, through peculiar circum- 
stances to enter the shoe business, de- 
spite his lack of knowledge of it, Mr. 
Augenblick began his shoe career in a 
localized territory in Brooklyn. His 
ideas of service and efficiency pleased 
his customers and with a rapidly grow- 
ing trade he was forced into establish- 
ing a headquarters at 2362 Pitkin Ave- 
nue, Brooklyn, in 1923. These quarters 
served until 1925 when he moved over 
to New York in the wholesale shoe dis- 
trict, taking space at 134 West Broad- 
way. Four years later larger quar- 
ters were necessary and a move was 
made to 153 Duane Street. Now the 
concern finds itself occupying a five- 
story building at 143 Duane Street. 

The personnel of the company has 
expanded along with its growing busi- 
ness. A sizable sales force and other 
workers are now engaged. A consid- 
erable portion of the direct manage- 
ment of the company has fallen upon 
the shoulders of Chester R. Augen- 
blick, son of the founder and president 
of the company. 





Chicago Association Dinner 


Cuicaco—The Shoe and Leather 
Association of Chicago will hold its 
annual dinner and election in the 
Florentine room of the Congress Hotel 
Monday evening, Dec. 7, at 6.30. The 
principal speaker will be Charles Mil- 
ton Newcomb of Delaware, Ohio, whose 
reputation as an after-dinner speaker 
makes him much sought by associations, 
clubs, etc., in all parts of the country. 

By arrangement with the National 
Broadcasting Co. Kay Romayne and 
Lillian Barnes will-be heard during 
dinner. Bill Bowman and Gene Ederer 
will show the 1931 outing motion pic- 
tures. 


Manufacturers Meet with Merchants 


RocHEsTerR, N. Y.—Manufacturers 
were guests of the Rochester Retail 
Shoe Dealers’ Association at their meet- 
ing last week as part of a program 
adopted by the local organization to 
promote cooperation among _ the 
branches of the trade. 

The meeting, presided over by Pres- 
ident Guy L. Bogard, was the first of 
its kind to which leather men, factory 
representatives, rebuilders and whole- 
salers were admitted. Through co- 
operative movements, the association 
hopes to prevent price wars and solve 
distribution problems more rapidly. 





‘Woodruff-Gardner to Continue 


In a recent issue of the RECORDER 
there appeared a news item stating 
that Woodruff-Gardner Co., Inc., of 
Mobile, Ala., were quitting business. 
L. G. Gardner of this firm states that 
the company has had no intention of 
retiring from business but that a sale 
was held in October, when it was 
planned to move to a new location 
owing to difficulty in obtaining a satis- 
factory lease on its present store at 
263% Dauphin Street. “However,” 
adds Mr. Gardner, “we are pleased to 
advise you that we are still in business 
in Mobile at the same location.” 





Paul H. Horn Dies 


NEw YorRK—Paul H. Horn, a mem- 
ber of the firm of Horn & Stone, retail 
shoe ‘dealers, 8423 Roosevelt Avenue, 
Jackson Heights, N. Y., died Friday 
morning of last week. He was 37 
years old. He was well known to the 
shoe trade, having formerly been a 
store manager for Beck-Hazzard. 

Mr. Horn resided at 1115 Jerome 
Avenue. He leaves a widow, his father 
and mother, two brothers, Benjamin 
and Nathan, the latter a member of 
the firm of Horn & Levine, shoe mer- 
chants, and two married sisters. The 
funeral was held on Sunday. 





Rubin to Add Shoes 


ATLANTA, GA.—A compiete women’s 
hosiery department has been installed 
by Rubin’s, new Atlanta ready-to-wear 
store at 197 Peachtree St., under the 
direction of Miss Cora Niehaus, vice- 
president of the concern. A shoe de- 
partment is to be added later, accord- 
ing to Mr. Rubin, owner and president 
of the concern. 





Adds Emerson Line 


ATLANTA—J. G. Sullivan, part owner 
and manager of the Stacy Boot Shop 
at 64 Peachtree Street, has announced 
the addition of the Emerson line of 
shoes to his stock. The shop opened 
with Stacy-Adams shoes as its original 
line. 
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<1 Shoes -~—~> 


Adornment and protection for the feet of man. Beautiful in. 
form: Line and curve melting into an artistry of comfort. 
Gently caressing delicate nerves: yet sturdily defending against 
the elements and forces of the earth. Bearing a myriad blows, 
while giving security and ease, as gifts, to those they serve. A 
necessity for rich and poor, a luxury to all. For fine shoes bear 
every man, whatever his station in life, with equal dignity. Last 
and lowest in degree, they are the crown of fashion. Though 
given scant tribute or praise, they voice their own biographies. 
An ill-shod man pauperizes himself. A shoeless man would 
provoke a cynic’s pity. It has been well said, a gentleman is 
discerned by his linen and his shoes, these portray the man. 
The philosophy of clothes begins and ends with, how well 
and wisely we clothe our feet. The epic of shoes is still being 
written. Long years of Invention. Human struggle! Defeats! 
Victories! Then, one by one, machines—the accumulated 
life-product of these sons of genius, who toiled, achieved, 
and passed on to others, the quenchless flame of 
their wills — to clothe with even better, still 


better shoes, the feet of man. 


= 


United Shoe Machinery Corporation 
Boston, Massachusetts 


ulten 











WHERE TO BUY 
Spats 





IN SPATS 


Our best grade 42 


LONG PROFITS 
bal 
| Bee 


Retail at $3 per pair in 
the better stores. 
Our price 
per doz. 

sonable colors, 
cluding white. 
GOLD SEAL SLIPPER CO. 
722 Broadway New York City 









WHERE TO BUY 
Bowling Shoes 








BOWLING SHOES 






Btyle No. 265 — professional 
ok Model 
Right Foot— 
Rubber sole and 
rubber heel 


Left Foot— 
Buckskin sole and 
rubber heel 


BROOKS SHOE MFG. CO. 
Swanson and Ritner Streets, Philadelphia, Pa. 
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WHERE TO BUY 
Pullman Slippers 
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VOLUME USERS 





Retail at $1.95 

The —— Pullman —- made of 
Genwine Kid leathe lack, brown 
oy riety of ela i 4 

a va por genuine 
leathers in all colors. Packed in different 

shaped pouches. 

M. GUSTIN CO. 
1123-116 Madison Ave., N. Y. 
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WHERE TO BUY 
Shoe Forms 
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‘ ° “~~ 
| Farry Jorms | 
FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 
FAIR YLITE 
Shoe Form Co. Inc., Auburn,N.Y. 








>» ON THE SELLING END « 


News of the Travelers and Sales Activities 





Sass Re-Elected 


New YorkK—Larrie H. Sass, of the 
Weissmann-Sass Shoe Company, was 
unanimously reelected president of the 
Boot and Shoe Travelers Association of 
New York for 1932, at the organiza- 
tion’s annual meeting held at Keene’s 
Chop House, Nov. 27. Warren Kolke- 
beck was reelected first vice-president, 
and H. F. Baker was reelected secre- 
tary-treasurer. Emmet Byrnes was 
elected second vice-president and Ben- 
jamin Schwartz third vice-president. 
L. M. Gerson was named a member of 
the board of governors for three years, 
replacing himself and John J. Doyle 
was elected to the board for a three- 
year period. 

L. C. Hart, John Doyle, Max Stein- 
feld and Larrie Sass were chosen as 
delegates to the National Shoe Travel- 
ers Association’s convention in Milwau- 
kee, Jan. 8 and 9, and upon motion 
were advised that they were to proceed 
to the convention uninstructed to vote 
for any particular officers or ticket. 
The New York association rates 15 
votes in the national convention. 

Seven new members were admitted to 
the association, as of Jan. 1, 1932. 

Following the business meeting a 
dinner was served and the meeting was 
then thrown open for general discus- 
sion. A variety of topics were brought 
up for discussion, among them the re- 
cent seasonal opening held by the shoe 
manufacturers, which was generally 
approved by the salesmen, and price 
policy. On the latter subject it was 
agreed that the time has come to hold 
firm on wholesale prices in order to 
stabilize the mind of the buyer. 





Lape Adler Sales Conference 


CoLuMBuUs, OHI0O—Traveling  sales- 
men of the Lape Adler Co. held their 
semi-annual sales conference at _ the 
New Southern Hotel, Nov. 16 and 17. 
Herbert Lape, who was in charge of 
the conference, reported that salesmen 
are very optimistic and said that re- 
ports from every section presage a 
good spring trade. 

Salesmen in attendance were: H. E. 
Eisor, W. F. Barber, George L. Brown, 
B. J. Coens, J. S. Frohman, Ray Glass- 
cock, Glenn L. Goll, R. G. Hoyt, S. C. 
Kock, S. L. Simmonds, R. E. Smith and 
J. A. Spurlock. 





W. C. Clewis a Manager 


MIAMI, FLA.—W. C. Clewis has been 
appointed manager of the Footsaver 
Shoe Store, 139 Seybold Arcade. Pre- 
vious to his coming to Miami, Mr. 
Clewis was with the Macon Shoe Store, 
Macon, Ga. 
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To Boost Convention 


MINNEAPOLIS, MINN.—The final pre- 
convention booster dinner of the shoe 
fraternity, prior to the northwestern 
convention, is called for Dec. 11 in the 
Dyckman Hotel. It is for men—travel- 
ing salesmen, store owners, department 
managers, assistant managers and re- 
tail shoe salesmen. 

The address on “The Silver Lining” 
is to be presented by P. A. Egeland, 
advertising manager for Finch, Van 
Slyck & McConville, a man of unusual 
experience in the retail, educational 
and wholesale fields. He will say the 
silver lining to the business cloud is 
now becoming visible. 

Final advance notices of the shoe 
convention of 1932 will be made. The 
St. Paul committee is composed of F. R. 
Browning, H. N. Biwer, A. M. Olson, 
and the St. Paul committee, M. S. 
Ellenstein, L. R. Hurrle, C. A. Kil- 
bourne. 


Diamond to Open New Factory 


BROCKTON, MAss. — Tentative plans 
for the opening of a factory at Man- 
chester, N. H., for the making of a 
lower priced line of women’s shoes, by 
the Diamond Shoe Corp., of New York, 
with factories at Brockton, have been 
developed. 

The new factory will in no way af- 
fect the men’s and women’s lines being 
made at Brockton, according to com- 
pany officials, who declare they are 
faced with the problem of making a 
lower grade line, that cannot possibly 
be made within the Brockton district at 
existing labor costs. 


———————————————————————————— 


DATES AHEAD 


Annual Convention, National Shoe Retailers’ 
Association, Chicago, January 4, 5 and 6, 1932. 

Annual Convention, National Shoe Travelers 
Association, Milwaukee, January 8 and 9, 1932. 

Boston Shoe Show, Hotel Statler, Boston, Jan- 
uary 11, 12 and 13, 1932. 

Middle Atlantic Shoe Retailers’ Association 
Convention, Hotel Adelphia, Philadelphia, Jan- 
uary 18, 19 and 20, 1932. 

Northwestern Shoe Retailers Association Con- 
vention, Hotel Saint Paul, St. Paul, Minn., Jan- 
uary 18, 19 and 20, 1932. 

Joint Conventions of Texas and Oklahoma 
Shoe Retailers Association, and Southwestern 
Shoe Travelers’ Association, Adolphus Hotel, 
Dallas, January 24-27, 1932. 

Annual Convention and Style Show, Indiana 
Shoe Travelers Association, Claypool Hotel, In- 
dianapolis, February 1 and 2, 1932. 
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WITH 


LITTLEWAY LASTING 





THREE WAYS 
SOLE ATTACHING 


ARE POSSIBLE 


CHAIN STITCH (McKAY SINGLE THREAD) 
CEMENT PROCESS 


LOCK STITCH (DOUBLE THREAD) 


THE LOCK STITCH SEAM IS POSSIBLE 
BECAUSE OF THE ABSENCE OF SIDE 


LASTING TACKS IN LITTLEWAY LASTING 


THE LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 
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WHERE TO BUY 
Athletic Shoes | 
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WHERE TO BUY 


Women’s Shoes 
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CUSHION SHOES 





FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 

















Holiday Season Sells Evening Shoes 


CuIcaco — According to A. Korn- 
hauser, manager of the O’Connor & 
Glodberg Sheridan Road Bootery, busi- 
ness is up a bit. This has been es- 
pecially noticeable in the last two weeks 
and may be attributed, in a large meas- 
ure, to the approaching holiday season. 
He also notices an increased demand 
for evening slippers, especially the gold 
and silver kid sandals, with paisley 
colors and white satin also popular. 

During the past week, this store has 
noticed a definite trend away from 
suedes and toward kids. Blacks are 
still leading, accompanied by some calls 
for grays. In the men’s shoes, blacks 
are by far the more popular, with nar- 
row toes good in the better shoes. 
Among the younger men, the brogue 
lasts are becoming more popular but 
the demand for high heels has passed. 
Just a fad, in the opinion of Mr. Korn- 
hauser. He also reports a fair volume 
on spats since the advent of cold 
weather. 

H. M. Brown, manager of Berland’s 
Sheridan Road store, finds black and 
brown suedes very good, particularly in 
the ties and pumps. T is store has en- 
joyed a good volume on Bergundy 
suedes. Black crepe and moire evening 
slippers are much in demand at this 
time, according to Mr. Brown, who also 
pointed out that the sale of house slip- 
pers has been very good for the last 30 
days, with the momentum increasing as 
the holidays approach. He, too, notices 
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Inventory in Fact or Fiction? 


[CONTINUED FROM PAGE 17] 


The buyer asked that his inventory 
sheets he sent for and when the sheets 
were examined it was shown that he 
had taken all these shoes in at the 
price marked in stock, but before the 
extensions were made, he had crossed 
out the prices and marked in blue pen- 
cil the prices he expected to get for 
them in the sale. 

Then he had written across the top 
of the sheet, “Extend at the prices 
marked in blue.” Then said the buyer, 
“TI could not take those shoes in stock 
at the reduced prices without taking 
them off sale until we had a sale op- 
portunity, but I did take the reduction 
in the inventory. We have sold some 
of them at the extra profit of last year 
and at the price I took them in stock,” 
we are making a profit. this year. I 
could tell in detail of another buyer 
in this same store whose stock looked 
so suspicious that a retake, with an 
impartial observer assisting, showed a 
shrinkage of almost $20,000. And he 
was not dishonest either. Simply short- 
sighted. 

This has been a year of pessimism. 
Hard luck stories are the rule. Mer- 
chants and buyers are discouraged. 
Enthusiasm is hard to find. There are 
signs here and there of better times 
ahead. Why not get all of the un- 
pleasant business behind you and go 
into next year with a fair chance of 
making a good showing? 

There has been a great deal of 
emphasis the last few years upon low 
inventory. It seems to me that for 
this year, at least, it isn’t so much a 
question of how many pairs of shoes 
you have, but rather how those shoes 
are priced in stock. ‘There are many 
elements of uncertainty before us in 
the shoe business. 

It may be very unpleasant to take 
all of the losses on the stock you now 
own in this year instead of spreading 
them. You can do either, but isn’t 
it wiser to make your position as stable 
as possible and eliminate, so far as 
possible, all speculation from your 
business? 

What we need in America right 
now more than anything else is a spirit 
of optimism. Let’s strive for it in 1932 
by putting all the unpleasantness be- 
hind and starting the new year with 
a feeling of security. It will make you 
feel better right away to know that 
whatever the 1931 statement may look 
like, it is conservative and sound. 

In closing, may I offer these sug- 
gestions. 

First. Go through vour stock right 
now and pick out those items that 
ought to be sold now. Before inven- 
tory. 

Second. That when you come to list 
your shoes at the end of the year, do 
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so, as you have always done, at their 
present selling prices in stock. 

Third. Before any extensions are 
made, go over these prices carefully, in 
the light of what you know of market 
conditions, see the goods, know all 
about them, color, material, size assort- 
ment, etc., and where there is any doubt 
about selling them at the marked prices, 
cross out the price and mark in blue 
pencil the price you think you can 
reasonably expect them to bring, then 
have the extensions made at the re- 
duced prices. 

Fourth. Enter the cost on all the 
items, forcing a new cost on those 
items you have reduced at selling price, 
so that they will show your usual mark- 
up, at the reduced prices. This total is 
the merchandise inventory that will go 
into your balance sheet. 

Now, your whole stock will show its 
full regular mark-up. You still have 
the shoes, you are no poorer actually. 
You are simply looking facts in the 
face and putting speculation out of 
your business. 

You will be in a position to sell those 
shoes at the lower prices at any time 
that is convenient and still show your 
regular profit for 1932. If any or all 
of any cf those lines of shoes you have 
reduced happen to sell out at their reg- 
ular marked prices, why that just 
means an added profit for 1932. And 
you are going to feel mighty good about 
it and put more pep and optimism into 
your business. 





Sales Improve in Louisville 


LOUISVILLE (UTPS)—Shoe sales in 
Louisville are improving and in spite 
of exceedingly unseasonable warm 
weather, conditions are better. Among 
the firms reporting good sales this week 
are the Stewart Dry Goods Company, 
the Fedler Cantilever Shop and the 
Boston Shoe Store. The Stewart Dry 
Goods Company has recently put in 
a new line, the Hyworth Shoes at $6.50 
and, according to V. D. Price, manager, 
sales in the shoe department, have 
shown. a steady increase every month 
since August. 

The Cantilever Shop, 327 West Wal- 
nut Street, did a constructive bit of 
work toward helping the city poor, yet 
helped their own sales. For one week 
they advertised they would give $1 
off on every pair of new Cantilever 
shoes purchased to every one who 
brought in a pair of their old shoes. 
In this one week, one hundred and 
twenty pairs of old shoes were brought 
in, many of them almost new, of all 
kinds and makes. These were turned 
over to the Goodwill Industries, making 
a substantial contribution at this sea- 
son. The store sold one hundred and 
twenty pairs of shoes at a reduction of 
$1—but 30 per cent of these were sold 
to new customers. 
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Planning and Controlling for 
Profit in Shoe Stores 
(CONTINUED FROM PAGE 36] 


ture a driving dynamic force. Effective 
copy results should be obtained by exam- 
ple and incidence, not by world sweeping 
claims, smug platitudes or frivolous su- 
perlatives. Therefore plan your adver- 
tising campaigns in coordination with 
store plans and advertising expense 
budgets. Let your advertising appro- 
priation precede or parallel the sales 
trend and let your advertising curve 
coincide with sales performances for 
last year as follows: 

A. Spread the sales volume, month by 
month, for the corresponding season 
last year. 

B. Spread the advertising expenditures 
for the same period. 

C. Spread the monthly plannéd sales 
volume for the coming season. 

D. Now plan the advertising expense 
budget for the coming season to fit 
your particular picture and then plan 
your advertising program and cam- 
paigns to meet it. 


To plan the advertising program and 
campaigns for a season is not a task 
to be accomplished in a day. The entire 
executive staff should have their say 
when the advertising budget comes up 
for consideration in advance of its sea- 
son, thus providing a well-thought-out 
plan, as decisions must be made on 
how to spend the money chronolog- 
ically. So plan your advertising opera- 
tions with the utmost care. Don’t wait to 
break into print when the spirit moves 
you. It is fallacious and costly. Many 
“a modern comedy” is expressed in 
typographical atrocities peculiar to the 
dominant force behind the advertising 
itself. 

Merchandising shoes today means 
something more than just buying and 
selling. The location of markets that 
will enable a store or merchant to offer 
merchandise of a comparatively non- 
competitive character along with mer- 
chandise of standard character is im- 
perative in the present keen competi- 
tive era. Very careful study of all store 
operations to discover economies is of 
the utmost importance in this era of 
rising expenses and decreasing profits. 

Store operation has become so in- 
volved that the owner must be con- 
stantly alert for new ideas, new plans 
and new processes. This naturally re- 
quires a store-minded individual with a 
background of scientific training and 
all-store vision, who, unlike the book- 
keeper of former days, is trained to in- 
terpret the recorded facts of the busi- 
ness so that future acts may be planned 
in a scientific manner. The mere re- 
corder of facts today is unfitted to do 
an effective job in the interests of the 
store. Shoe merchants and shoe organ- 
izations of today can help themselves in 
a large measure by attracting into the 
fold men thoroughly equipped in retail 
systems, classification of accounts, ex- 
pense and merchandise control, etc. 
Retailing shoes today is no longer a 
one-man job, or even a two or three 
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device for pushing certain lines, keep- 
ing the sales force interested, and min- 
imizing mark downs,” says he. “It is 
the natural instinct for an enthused 
salesman to show his new merchandise 
first, and we find that a premuim of- 
fered is the only effective means of pre- 
venting our sales force from neglecting 
entirely the merchandise we wish to 
move. 

“Our P.M.’s on women’s shoes range 
from 10 cents to $1.00 and men’s from 
15 to 50 cents, the most common being 
25, 35 and 50 cents. Children’s shoes 
carry 10 to 25 cents. Contests are 
sometimes run in each store offering 
prizes to the one selling the greatest 
number of P.M.’s during a week or 
month, or the greatest number of pairs 
of any given material or style we are 
anxious to push. 

“When the stock of P.M.’s is rela- 
tively large it has been found more de- 
sirable to run the P.M. and regular lines 
together in regular order. But when 
P.M. lines have become depleted they 
are more easily sold by placing them 
in a separate section of the stock. At 
times we find it effective to arrange the 
P.M. stock entirely by sizes, disregard- 
ing stock numbers, and segregated only 
according to heel and to color. 

“There is, of course, a temptation 
for the less scrupulous salesman to al- 
low the lure of the premium to sway 
his better judgment, but, in a large 
measure, we have been able to control 
this phase.” 

Another group of stores, the SE- 
NACK SHOE CO., of St. Louis, con- 
tributes its experience with P.M.’s as 
follows: 

“It has always been our policy to 
P.M. our merchandise very liberally in 
order that our salesmen may be en- 
abled to make a reasonable living 
wage, and also for the men to be suffi- 
ciently satisfied that we will have a 
limited help turnover. Thus we are 
in a position to secure the better type 
of salesmen in each of our cities.” 

Just one more experience before we 
ring down the curtain. This from a 
salesman—a top-notch P.M. man—on 
the floor of a store that gives liberal 
P.M.’s. This man year after year out- 
distances his fellow salesmen in P.M. 
sales, yet at the same time is regarded 
as an exceptionally reliable and trust- 
worthy man. He says: 

“I am not askamed of my record as 








men’s job. No one can wield beaureau- 
cratic, unbridled power or act single- 
handed on the premises of intuition or 
caprice. Stores are best run where 
there is a proper coordination between 
executives and salespeople and where 
the prerogatives of each are protected. 
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a high P.M. man. I am proud of it 
because it proves they can be sold just 
as correctly as other shoes. In fact, 
the man who does not sell P.M.’s more 
carefully than regular stock will never 
be a successful salesman. 

“T have a big personal trade and I[ 
sell my friends (and hold their friend- 
ship) just as large a proportion of 
P.M.’s as Ido to strangers. More, I 
believe. 

“What is the secret of selling P.M.’s? 
Just one thing—knowing the stock. I 
mean knowing the good points. of each 
shoe, its peculiar fitting qualities and 
the type of person to whom it will 
appeal. 

“But most important is knowing and 
keeping in mind sizes. When I take a 
customer I listen most carefully to what 
she tells-me right at the start. And 
all the time I am listening*my mind is 
running upsand down those shelves, 
thinking of ‘this style and that in which 
I know-I have her size. 

“By the time her first sentence is fin- 
ished arid I’m fairly certain of her 
size, I know just what I am going to 
show her and what I am going to tell 
her to tie in with what she has said. 

“It’s all a matter of being intimately 
acquainted with the specific sizes in the 
P.M. stock, and being able to retain 
those sizes in a ready memory. Every 
day and all day long, as I go about my 
selling, I keep noticing my sizes in the 
P.M. lines, and say to myself, ‘The next 
woman with a 4C, 8A, or 9AA foot is 
going to see this shoe.’ 

“I train myself to remember those 
sizes and they flash up when needed. 
That’s the secret of selling P.M.’s. 

“As to stock arrangement, I’ll find 
them any way you fix them. In our 
store we have tried all ways but, re- 
gardless of theory, find the greatest 
number are sold when they are left 
right in their regular places from start 
to finish. A small sticker that is not 
noticed by the customer helps to keep 
the mind focused on those shoes. 

“But the less they are moved in 
stock, the less will you disturb those 
hundreds of sizes I have stored away in 
mind.” 

There are shoe merchants, ’tis true, 
who are conscientious doubters about 
the P.M. system. They argue: “It is 
all wrong to pay a man something 
extra for merely doing his duty—push- 
ing the shoes most that need most 
pushing.” 

But—duty is a double-action word. 
The salesman’s duty is to do what the 
employer tells him. The employer’s 
duty, it is obvious, is to pay most money 
to the salesman who comes nearest 
doing his whole duty to that employer. 

P.M.’s are simply an accurate way 
of measuring just how well.each man 
does that duty—with exactly correct 
proportionate rewards. That’s justice. 
nothing more! 
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Stock Number 6366— 
$3.85 
A Standard Kumfort- 


Calf Lace ford, 

Rubber Heel, Leather 

Lined Tongue 

In stock: AA 12 

A, 8% to 12; B, 74 

to 12; C, 6 o il 

D, 5% to 10; E, 6% 

to 10. HONEST ALL 


THROUGH 





oT OME, 
fC’ assURED OR 


KUMFORT-ARCH SHOE 








Stock Number 6260— 
$3.70 


A Standard Kumfort- 
T d, 


KUMFORT-ARCH 
SHOE 


Not merely a trick name but an 


$3.60. As 6260 ex- 
cept Black Kid. 
In Stock: A, 8% to 


E, 5% to 10. 


actual corrective shoe that will keep 
good feet well and has all the fea- 
tures necessary to aid and correct 


foot troubles. 
Stock wens. 7365— 


A DeLuxe Kumfort- : F ° 
Gait ta, “ontrd Every pair built according to our 
Leather Heel, Leather 
In Stock. AA. 8% we exclusive Kumfort-Arch design as 
2; » 0 ° . 
7 3: C, . . ° e e 

-. iz: D, 6 io iow shown in the illustration. This in- 

Stock Number ' As 7365 except Standard Grade. 


6368—$3.90. 
ock: A, ; B, 11; C, 6% 11; D, 6 10 . 
nT SE ae eT Te ie sures shoes which actually conform 


to the natural contour of the foot. 


These shoes will build business for 
you. Kumfort-Arch wearers are 
your customers exclusively once they 
try a pair. 


All Kumfort-Arch Shoes are made 
with the Combination Kumfort - 

Arch Shank, patented under U.S.A. 
A Standard Kantor No. 1,743,648 on January 14, 


In Stock: A. Bia t6 1930. 


Stock Number 6102— 
$3.90 
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Retailer is the “Arch Line” 
increased and lasting business 


Emerson 
KUMFORT-ARCH SHOE 


“A FEATURE SHOE OF MERIT” 





Now Priced 
to be 
within reach 
of the masses 


6 Styles in Stock 
AA to EE 
Sizes 544 to 12 









4 


KUMFORT-ARCH SHOES ‘& 
are gauged to the 
natural contour of the 


GAUGED 
TO THE 
NATURAL 
CONTOUR 
OF 
THE FOOT 











35 Styles of Regular Emerson Line in Stock to retail at $5 & $6 
Send for Catalog 





EMERSON SHOE COMPANY 
wasn oc 4 GARDINER, ME. iw intQSiS° racer 
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CLAWIFIED ann WANT A 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
a ee 



































SALESMEN WANTED SALESMEN WANTED SALESMEN WANTED 
wonen bey ee - Line Salesmen—About 36 numbers, fast sell- Very desirable territories open 
- ng, high grade, populari iced, b ired, j j 
a = = a ae oo children’s _stitchdowns. "To. ‘sell ry geod, Petal for high grade salesmen with 
high grade popular priced stitebtewns dealers. We are looking for salesmen now carrying established trade to carry our 
Most territories open, Spring line ready non-conflicting jobbers’ lines. Strictly commission li f M ’ d L di ’ 
December first, Strictly commission basis. basis. Spring line ready December first. leath 0 fel vans aa an ; ri and 
Address C-695, care Boot & Shoe Adéress-C-704, eare Boot & Shoe Recorder, 23 eather, telt and satin house 
Recorder, 239 West 39th Street ; sells: . : > 
“New York, N.¥. West 39th Street, New York, N. Y. || slippers. Highest commission 
paid. 1932 samples now ready. 
Write full particulars. 
i FEDERAL SLIPPER CO. 
: Unusual Opportunity SALESMEN 387 4ta Avenue, New York C.ty 











For Three Salesmen 








Live wire men with established HREE SALESMEN WANTED—To handl 
We require the services of thre . 4 oe sas - eo bP werd 
high ps nll enthen whe ative following, Georgia, Indiana, Ken- Ault-Williamson and Ault-Shackford lines 
thei , . t ‘ ale of Ye Olde Tyme Comfort Turn Shoes and 
olr own car to sell exclusively tucky, North and South Carolina Air-Tred Welt and Silhouwelt Shoes, backed 
our nationally known lines of : wget eat ree 5 a 
z a Tennessee, Texas and Wisconsin. by liberal Stock Department, prompt service, and 
Deauville Sandals and C at basi N York’ whole-hearted cooperation. Territories available 
Domo Slippers OMmmussion Dasis. cw 10rk Ss —Texas and Oklahoma; Missouri, Kansas and 
‘ largest stock carrying women’s Arkansas; Minnesota, North Dakota, South 
in the following territories: ow iling $3.00, $4.00 Dakota, Nebraska and Iowa. Want three good 
1—Ohio, Ind., Mich., Western Penn. novelty house retal Ing UU, 94. men familiar with trade and territory who are 
»__ {with exceptions). and $5.00 rapid selling novelties able to produce results. Write giving detailed 
Sgeeteent (lex ia. Okie exclusively. Address C706, care pm tegen = ag ig ogee Po aguas oF 
Ark., Tenn., Ky., Miss.). : Boot & Shoe Recorder, 239 West WILLIAMSON SHOE CO., 416 North 12th 
We will only consider those who 39th Street, New York, N. Y. St., St. Lowe, Bienes. 
have successfully traveled and are 
thoroughly acquainted in these ter- HE FOLLOWING STATES are open for 
ritories. To warrant consideration high grade salesmen with an established line 
your first letter must state age, to carry our women’s Arch Support welt shoes 





married or single, past records of as a companion line. Minnesota, Wisconsin, 











yearly sales and earnings, refer- VOLUME Salesmen wanted; men who have follow- Kansas, Missouri, Illinois, Indiana, Colorado. 

ences and minimum drawing. ac- ng arg opeatrs to el onal priced MD Adress C703, care Boot & Shoe, Recorder, 
ee en Confidential. Apply by let: Slit aenaiacinn hatte, . Sethed tine out ie 239 West 39th Street, New York, N. Y. 

és cember first. Particularly, central middle west and 

GOLO SLIPPER CO ne oeriteny. INE OF BROOKLYN TURNS popularly 

2 Address C-694, care Boot & Shoe price or middle west territory as side 

129 Duane St. New York Recorder, 239° West 39th Street, line. State line carried and pro; ney P nas 

New York, N. Y. are seeking. Address C-708, care 














— 239 West 39th Street, dg Ye 


ANTED — Experienced sal 
W nationally known slipper line, "Territories S IDE LINE INFANTS’ PREWELTS 














open, Montana, ming, Minnesota, AVAILABLE for men with established trade. SALESMEN for all territories who cover the 
North and South ree 2 Texas, Oklahoma, Stock proposition. Liberal commission. Old ground closely to carry “in stock’”’ Brooklyn 
Arkansas, So. Carolina, Virginia, Maryland. established house. Address C-592, care Boot & Turn Operas attractively priced on strict com- 
State full details on application. Address Shoe Recorder, 239 West 39th Street, New mission basis. Write giving territory and 
C-696, care Boot & Shoe Recorder, 239 West York, N. Y. lines now carried. Address C-709, care Boot 
39th Street, New York, N. Y. & b= < saren 239 West 39th Street, New 
SALESMAN WANTED to carry line of me- York, 
a dium Priced Brooklyn Turn Shoes. Strictly 
ALESMAN wanted to carry side line In- Commission basis. Very good opportunity for ALESMAN—Turn shoes, trade in Middle 
fants’ Prewelts. Reply with references. Ad- Right Man. Address C701, care Boot & Shoe West territory, side or regular line, straight 
dress C-679, care Boot & Shoe Recorder, 239 Recorder, 239 West 39th Street, New York, commission. Address C-711, care Boot & Shoe 
West 39th Street, New York, N. Y. N.Y. Recorder, 1201 Chestnut St. Philadelphia, Pa. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 

The rate for all displayed classified advertisements _is $3.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 

#4” Advertisements for this page must be in our New York office on Friday of the week preceding publication. “*& 
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SALESMEN WANTED 


MERCHANTS’ NEEDS 


BUSINESS OPPORTUNITY 





ALESMAN WANTED to cover the entire 
United States for an internationally known 
Czechoslovakian manufacturer of molded sole 
sandals and rubber footwear. Must have 
thorough experience selling jobbers, chain stores 
and other large operators. Only those capable 


of financing themselves need apply. Give full 
eer in first letter. yr ae C-712, care 
39th St., New 


Boot & Shoe Recorder, 239 W. 
York, r A 





WANTED 


Men to represent large hosiery 
manufacturer to the retail shoe 
trade. Men with hosiery experi- 
ence and knowledge of retail shoe 
field will be given first considera- 
tion. State age, experience, lines 
handled and territory covered. 


Address C-713 care Boot and Shoe 
Recorder, 239 West 39th Street, 
New York, N. Y. 




















LINE WANTED 


OPULAR PRICED LINE women’s novelties 

or Girls sport oxford line for California. 
Straight commission, write FRED LEIGHTY, 
631 Twenty-third Street, Sacramento, Cali- 
iornia. 


WAnt ED— For So. California — Popular 
Priced Line of Shoes by Experienced Sales- 
man. M. I. LEHMAN, 757 So. Berendo, Los 
Angeles, California. 


ANTED LINE of orthopedic shoes for men, 
women and children on consignment, or 
custom built line to order by orthopedic 
specialist. Address C-707, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 














Sell Comfort 
as Well as Style 





VAMP EASER 


Eliminates Binding at Instep 


on pumps and strap slippers ; also eases 
vamp seam on men’s oxfords and women’s 
ties. 

Removes pressure from corns and _bunions 
without stretching shoe elsewhere. No strain 
on stitching. 

This remarkable machine is sent on ten day 
trial to responsible merchants. 


PRICE NOW ONLY $9.50 F'.0.B. Chicago. 


5341 Ferdinand St. 
Vamp Easer Co. **’ chicago, Ill. 
Salesmen—Write for particulars. 














POSITION WANTED 


ANAGER—For Store or Denartment Store. 

Nine years Chain Store. Can merchandise, 
assist trimming windows, etc. Good executive 
ability, 31 years old, married, energetic. Ad- 
dress C-702, care Boot & Shoe oe. 239 
West 39th Street, New York, N. 


AS REPRESENTATIVE of Ladies Shoe 

Line; connected over ten years with high 
grade manufacturer, excellent reference. New 
York connection preferred. Address C-698, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 











FOR SALE 


FOR SALE — Beautiful sectional fixtures, 

green enamel trimmed in black, green car- 
pet, wicker chairs, wicker desk and chair, show 
case, ba gge A a and cash register, built- 
1in-mirrors, us an offer before Jan. Ist. 


SNYDER’S "BOOTERIE, Champaign, III. 


S HOE STORE FOR SALE—Established 35 

years in the centre of an industrial com- 
ya of 75,000 people. Carrying Nettleton, 
Arch Preserver, ‘Florsheim and Walk-Over 
Shoes. Reason for selling—Owner has been 
— City we. and will devote all of 
is time to that office. Address A 3 
HTEIBERGER, Easton, Pa. -o 











FOR LEASE 








PHILADELPHIA 
Opportunity to secure a store on Chestnut 
Street near Eleventh — Heart of heavv 
pedestrian traffic—New  building—100% 
location for ig erat term lease. 

JOSEPH H. KASS 
Franklin Trust ‘Seading, Philadelphia, Pa. 














FOR LEASE—Main Floor ‘Space for ladies 

shoe department in store enjoying for twenty 
years best clientele, city of seventy-five thou- 
sand. Address C:710, care Boot & Shoe 
Saar, 239 West 39th Street, New York, 
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WANTED TO PURCHASE 








POSTER @ DEUTSCH 


486 Grand St., New York City 
Phone Dry Dock 4-0352 


— BUY FOR CASH — 


entire or surplus stocks of 


SHOES—DEPT. STORES 
Leases assumed Transactions confidential 








We will pay the best price for 
your surplus or entire stocke of shoes, 
merehandise or department 
stores. Leases assumed. 
Phone - Write - 
All matters strictly confidential. 
I. SIMON CO. 


101 Reade‘St., New York City 
Phone Worth 32-5922 








HIGHEST CASH PRICES 
PAID 


fer shee stecks, slow sellers, ete. Shert time 
lessés taken ever. Transactions confidentia’ 
Est. 1890 
MAX GLAUBERG 
327 Church St., New York City 
Phone: Canal 6-2632 











If you contemplate selling your 
entire or surplus stock com. 
municate with us. Prompt at- 
tention given. 
KIRSCH-BLACHER CO., INC. 
590 Broadway New York 
Phene Canal 6-4298 and 4299 








1931 





YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. y terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 








MERCHANTS’ NEEDS 








Everything for Your Windows 
Futuristic Displays and 
Backgrounds 
Artificial Flowers, Vases, Window Fixtures, 
Paintings, eae Scenes, Velour Papers, 
Paper Borders, Ribbon Borders, Decorative Papers, 
Puffing, Foils, Flitters, Valances, Draping Material, 
4 . _— Send for Fancy Paper Booklet. Price 

cke 


DAVE’S DISPLAY DECORATIONS 
118 West Broadway, New York 

















New Improved 
Pouy Cur 

for Price Tickets 
TILTS AT ANY ANGLE 







R COMPANY 


M. D. POLLING 
Louis, Mo. 


216 Holland Bide.. Ret 














The Home Hotel 
of New York 


Homelike in service, 
appointments and lo- 
cation... away from 
noise and congestion, 
yet but a few minutes 
from Times Square . 

garage facilities for 
tourists. 















Room and Bath from 
$3 single $4 double 


500 Rooms 


Home folks will 
like this hotel 


HOTEL 
BRETTON HALL 


BROADWAY at 86th ST. 
NEW YORK >= 























rE 





Selling Boys’ Shoes 


Boys like to be shown. Have a shoe 
cut apart to show the various steps 
in the making, explaining briefly on 
cards attached, why certain leathers, or 
findings or processes of making assure, 
better service from the shoe. Boys will 
understand, and tell their friends— 
more good advertising. 








HOTELS 


HOTELS 





THE 


VANDERBILT 


HOTEL 


Park Avenue ai 
T hirty-fourth Stress 
New York 


Ste manees Hotel sno 
ae. 
Room end bath---5428 














The Healthy 
HEART BEAT 


of each shoe store 
depends upon the 
care and accuracy 
of its 


STOCK RECORD 


Neglect this, and you have too 
many hazard sizes accumulated— 
take on unnecessary numbers, re- 
sultin in profits and _ capital 
“freezing’’ on your shelves. 


THE RECORDER’S 
STOCK RECORD 
SYSTEM 
The Recorder’s Stock Record Sys- 
tem available in either book form 
or cards, helps you to be accurate, 


correct in your size-ups—to buy as 
you sell. 


PRICE $620 


Samples sent on request. 





Merchants Service Dept. 
BOOT & SHOE RECORDER 
1334 Republic Bldg. 
Chicago, IIl. 











Hotel 
WINTHROP 


HARRY BURNETT, MgnDin 
47% STRE ET 
LEXINGTON AVE. 

NEW YORK 





The location of the Winthrop com- 
bines residential luxury and transit 
convenience . . . All rooms are out- 
side and large, light and airy ... 
Ample closet space, serving pantry, 
sink, and electric refrigerator with 
each suite . . . Main and private 
dining rooms. 


Single rooms with bath from $4 
single, $5 double. 



































Balancing the Nation’s Budget 
[CONTINUED FROM PAGE 15] 


17.9, Germany 14.6 and Italy 5.8 per 
cent. 

All these nations have produced good 
results from sales taxation, at least as 
far as the Government treasury is con- 
cerned. And there is more to be said 
for a sales tax: it is so much easier to 
collect than the income tax. Take the 
tobacco tax, which comes under the 
heading of sales taxation. It yields in 
the United States nearly $400,000,000 a 
year, and there is hardly any trouble in 
collecting it. Contrast this with the in- 
dividual income tax which, with all the 
bother, work and expense to which the 
government collectors go, does not 
yield more than $616,000,000. 


The advocates of a sales tax go on to 
say that a sales tax of % of 1 per cent 
will hardly be felt, since it would cost a 
man earning $2,000 annually only $10 
in addition to his present charges. 
There is, according to Representative 
Bacharach, a tax of 125 per cent on an 
ordinary package of cigarettes. Is 
there anybody who would buy less 
cigarettes because of this abnormal tax? 
And besides, taxation on the average 
American taxpayer is so low in com- 












\\ Here's a service 

, you cannot afford . 
to do without. 

Write us for detail. 


ed information 
Mande 
a é 
Gc 










CAWKE 
BSUILOIN 


Engzaving Co. 
Act Studios: munwaune 





parison with European taxes that he 
(the American) might as well accept 
a very low rate of additional taxation 
in good humor. Look at the unmarried 
Englishman who begins to pay income 
tax when his earnings are over $675 
per year. If he gets over $1,250, he 
has to pay not less than 22% per-cent. 
The Italian taxpayer is charged $189 
on a $1,000 income, and about $1,025 
when he makes $5,000. 

A sales tax in the United States 
would mean that the Government would 


_not have to depend any longer on the 


narrow base of the income tax. It 
could always rely on a tremendous yield 
and it could depend, even in times of 
grave depression, on a steady revenue; 
this is considerably more than can be 
said for the income tax, viz. the rapid 
decline in income tax revenue. Whereas 
today the government depends on profit 
and income, it would base its revenue, 
in case of a sales tax, largely on the 
very flow and turn-over of commodities. 
It is easy to see that profits and in- 
comes may fluctuate but the trade in 
commodities will not, regardless of 
whether there is any profit made or not. 
This would be the gain of the govern- 
ment. 


All of these statements are true. 
They all have their justification in 
facts and figures. And yet, they do not 
wholly apply to the situation facing 
American business. No matter what 


‘they are doing in Europe, we are here 


in the United States. And, what is 
more important, this country is better 
off than any of the European states. 
There is no reason for us to follow 
their procedure if it has only tended to 
make the situation across the Atlantic 
worse than ever. The economic princi- 
ples underlying the situation in the 
United States are different from those 
that govern Europe. A hat that fits 
one skull may not fit another. A tax 
is always bad. It is not a question of 
whether this or that tax is good or bad, 
but which one is worse and should 
therefore be avoided. 


(Part II of Mr. Hirschfeld’s article will 
appear in the RECORDER next week) 
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Warner Spats 


Nicely Designed 
Good Material 
and Workmanship 






Perfect Fit 


Popularly Priced 
Prompt Shipment 
from Floor Stock 






Catalogue 
Prices and 
Samples 
on Request. 


made by 
The W. W. WARNER MFG. CO. 
Spat Specialists 
317 Sycamore St. Cincinnati, Ohio 








“MANCHESTER” 


(Trade Mark Reg. U. 8S. Pat. Off.) 


Curved Jaw Nipper 





Be omy EMaper, dust the right shape to cut out tacks on 


ide of sh d bles j 
Made of high-grade tool stecl, nickel plated.” Specify Genuine More slippers are being sold 
Curved Jaw “Manchester” when ordering. . 

PRICE $4.00 right now than at any other 
re. W. WHITCHER CO. Boston, Mass.—Chicago, Ill. period in the year. And 





wise retailers who already 


know the popularity of 





Modernistic Price Ticket 


any assortment desired “ZL A Pp O N 


_ IN-STOCK Your Choice FOR SLIPPER UPPERS 
of Two Color <i> 
wee IH are confidently looking 


Look for she Zapenlabelom © forward to a banner month. 


E d ge T Tr i m on buy. It is your guarantee 
White with Black against inferior products. 
Figures 









Zapon Uppers have style, 


quality, durability, economy 


or 
: ; Red with Black Edge [7ARINE —in fact, everything that 
on White with Black arcu.seatorr. Makes sales a foregone 
Fi a re $s 
— sie praet conclusion. 
ompany, this waterproof, 
l dozen i ea alt $0 35 chamois-soft material is 
Pe available in a variety of “ bs r 99 
«shy tiosto, nsist on —ZAPON 
6 dozen...... 1.50 echoes and 9 L 
12 dozen...... 2.50 wy 


(Check with Order, Please) 


Merchants’ Service Dept. THE ZAPON COMPANY 
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| Are Shoe Stores Understocked? 


ATLANTA, GA.—Are shoe depart- 
ments getting to be dangerously under- 
stocked ? 

“The other day,” said the manager 
of an important branch in discussing 
business conditions, “I went into one 
of the most important retail clothing 
establishments in this city to buy shoes. 

“I always buy two pair of shoes at 
a time. I believe this method is not 
only saving on the feet, but saving on 
the shoes at the same time. 

“But, do you know, I could only get 
one pair of shoes to fit me? 

“The manager explained that he had 
cut down his stock to the point where 
he was only carrying one pair of that 
particular size, and reordering when 
that particular pair was sold. 

“Fortunately—for the dealer—I hap- 
pened to live in Atlanta and could wait 
while he re-ordered two pairs instead 
of one. 

“But— 

“What would have happened had I 
been an out-of-town customer or in a 
hurry to leave on a trip through my 
territory? 

“That shoe dealer, even though I 

have been trading with him for years, 
would have lost two sales. For years 
the shoe industry has been preaching 
that it is better economy for one to 
buy two pairs of shoes at a time. 
“And now, when it has got me sold, 
I find that it cannot supply me!” 
One wonders to what extent other 
customers are finding this charge to 
be true, and if, in his anxiety not to 
be over-stocked, the shoe man has not 
gone too far to the other extreme. 


Albert Cutler 


CHILLICOTHE, OHI0o—Albert Cutler, 
86, for 50 years one of the leading shoe 
merchants of southern Ohio, died re- 
cently at his home in Chillicothe. A 
son and two daughters survive. He 
had conducted one of the oldest retail 
shoe stores in Chillicothe. 


Canton Extends Store Hours 


CANTON, OH10—Retail shoe stores of 
Canton have joined with other down- 
town stores in adopting the 9 o’clock 
Saturday night closing. All stores in 
the past have closed at 6 o’clock Satur- 
days. The new rule was made effective 
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BEAUTY plus PERRORMANCE 


Celastic builds the style and beauty of 
the designer’s creation into the toe of the 
finished shoe. Perfect reproduction, how- 
ever, means but little if the style lines can- 
not be preserved. Through its unique fusing 
qualities, Celastic moulds the upper, lining, 
and doubler into one unit, fully protecting 
the original style lines and giving the toe a 
durability that allows it to serve throughout 
the life of the shoe. 


United Shoe Machinery Corporation 
BOSTON, MASSACHUSETTS 


THE QUALITY BOX TOE 
WT 
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Good shoes, yes- 





mi 


ut 


- = = YOU CAN 
MAKE BETTER 





















These 8 HIDDEN VALUES A putty knife is all the equipment you need 


built in with a putty knife 

Pea for filling your shoes with Invisible Middlesole . . . 
1 Resists Moisture si “ 

2 Assures uniform flexibility building better shoes. Invisible Middlesole spreads 
3 Prevents squeaks ' 


4 Will not crawl or bunch 





like putty and in one simple operation you have 


Sea age added all of the many outstanding advantages this 


6 Assures even wear " 


7 Adds the wear of a Middlesole new scientific bottom filler affords. 


8 Helps you sell more shoes 
Send for a sample can today 


INVISIBLE MIDDLESOLE 


A VULCO PRODUCT made by 


BECKWITH MANUFACTURING COMPANY 
STATLER BUILDING - BOSTON, MASS. 
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Youth wants the best — 
and finds it in the G/% 
United Cushion Heel... 
SMART, NEAT, LONG- 
WEARING and CLEAN. 


No nail holes to track 





stones indoors. 





On the best shoes! 











UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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“Look at the Linings” 


Mr. J. F. Nolan 
of ROBINSON BYNON SHOE CO. 


AUBURN, N. Y. 


SMYSK . « « “Our customers demand smooth 
linings with neatly trimmed 
edges. The firm strength of Nu- 
Process lining leather is exactly 
right to achieve this result.” } 4 J. j2 |- }- (- | 


; LINING 


Success is founded on leaving no stone unturned in satisfying the customer. : on : 
So, Robinson-Bynon ever seeking to give their customers the utmost in value, | , iz nN | H i kR > 
have been successful. Adherence to the same principle has been responsible 
for the tremendous growth and popularity of Hamel Lining Leathers. 


Fi 7, 
ae 


L. H. HAMEL LEATHER CO. Steeler: 


SPECIALISTS IN LINING LEATHERS oi3 ae 
TANNERY AT HAVERHILL, MASSACHUSETTS N ()-| Ix ( ne io DD 


BOSTON SALES OFFICE: 164-168 SOUTH STREET 





WILLIAM G. BLAIN GEO. W. NEWMAN JOSEPH S. SALOMON 
Philadelphia, Pa. LEATHER CO. Seiderman, Salomon Co. 
JOHN B. DAILEY & Co. Columbus, Ohio New York City 
St. Louis, Mo. NORMAN NELSON F. DOLL & COMPANIA 
JOHN T. QUINN St. Paul, Minn. Havana, Cuba 
Rochester, N. Y. A. G. MOONEY, LTD. JOHN R. H. WARD 
GEO. W. NEWMAN Montreal, Canada Milwaukee, Wis. 
LEATHER CoO. RAYMOND H. THAYER 
Cincinnati, Ohio London, England 
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